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SEE THIS HUSKY BEAUTY- SEE IT SELL ON SIGHT! 











@ BOLDLY STYLED to be different... 
the first really new idea in watch strap design in years. 


@ HUSKY GIANT SIZE leather tubing .. . 
smoothly die-finished all around—no exposed edges. 


@ SPLIT-PROOF all leather construction .. . 
one-piece tip can’t fray or come apart. 


@ FINE BARK TANNED LEATHERS... 
vegetable tanned leathers never irritate the skin. 


@ ALL POPULAR FINISHES... 
no freaks or fads—all good substantial staples. 


K N-] @ INDIVIDUALLY PACKAGED on cellophaned display cards — 
(} every strap is its own salesman. 
SPLIT-PROOF @ RETAILS FOR $2.50 

Costs the Jeweler $12.00 per dozen 
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In addition to the regular schedule 
of consumer diamond advertising 
carried on in leading national mag- 
azines, N. W. Ayer & Son, advertis- 
ing agency for DeBeers Consoli- 
dated Mines, Ltd., also recognize 
the importance of diamonds in 
fashion. This is one from a series 
of ads promoting the fashion im- 
portance of diamonds published in 
leading fashion magazines 
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Platinum and Diamond Watch 


RRR So 


Executed by 


Marce combines patrician 
simplicity with sheer elegance in a 
new collection of diamond-bracelet 
watches... distinguished in design, 
flawless in execution...in the 


tradition of WBO craftsmanship. 
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WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 
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33 WEST 60th STREET Lf | NEW YORK 23. N. Y. 
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The urge to buy starts with the eye 
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Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the 
quality of the case. It is also your assurance that 
the fine movement has the protection of precision 
case craftsmanship . . . plus the distinctive 
beauty for which Wadsworth is renowned. 





designed to custom-fit fine watch movements 










the same fine tradition... beautiful, nationally advertised WADSWORTH POWDER CASES 
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| 
and THANKS 





It’s nice to be able to pause, to 
look around at our many friends 
and to wish them so much of what 
we wish for ourselves. And mingled 
with our sincere Greetings of the 


is our grateful thanks for 


the loyal patronage of so many 
who have continued to maintain 


Karlan & Bleicher as “The Leading 


Ring Finding Manufacturers . It’s 


an honor not easily come by; we 


shall continue to strive to deserve it. 


The Leading 
Ring Finding Manufacturers 


(Sear ee, 


lect bag /ndigs 


188 WEST FOURTH STREET 
NEW YORK ANY 


KARLAN ¥ 


































Year after year... for three quarters of a 


century... profit-conscious jewelers (and who. 


el e ATTLEBORO, MASSACHUSETTS 


MAKERS OF QUALITY GOLD FILLED JEWELRY * SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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How can you see 
the tick of a watch? 


This highly sensitive elec- 
tronic device ‘‘listens’’ to the 
tick of a watch and inter- 
prets it in graphic form. The 
operator can tell by a glance 
at the graph if the rate of 


the watch is correct. 









Is ordinary electricity 
good enough? 







No, not for Elgin’s timing machines. 
Elgin uses a special electronic gener- 
ator to put out exact frequencies for 
timing Elgin Watches and many of the 
machines which make them. 


FIGINS w= 
of te 


Brilliant new styling ... the amazing 
DuraPower Mainspring* that Elgin 
guarantees will never break in service. 









How long should 
a hairspring be? 






Elgin’s electronic vibrating 
machine records hairspring 
and balance action ona 
graph. When the graph 
shows perfect timing has 
been achieved, the hair- 
spring is cut to exact length. 



















*Made of ‘“‘Elgiloy’’ metal. Patent pending 
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JACOBY-BENDER, INC. ¢ 161 Avenue of the Americas, New York 13, WN. Y. 
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...- could be YOURS 


@ Lot 219 could be yours — or it could be ours — or it could belong to any of 
our thousands of refining customers. 


You see, when a refining shipment arrives at one of our plants it is checked 
in, accurately weighed and given a lot number. Scrap from our own precious 
metal manufacturing is handled in the same way. The point is — every lot gets 
a number — and that number is a lot’s only identification as it goes through 
the refining process. None of the men doing the processing knows whose lot 
it is. This assures the same treatment for all. 


Each lot, large or small, is handled individually. It goes through one of 
the most exacting processes known to Industry. The Mayo Brothers clinic is 
no more impersonal and no more thorough in seeking the cause of human 
troubles than we are in isolating all the gold, silver and platinum in your refinings. 


MV:V.4 mee eee. if you have not yet used our Refining Service — 


send us your next lot and compare. We're confident you will be more than 
pleased with our prompt handling, friendly treatment and accurate RETURNS. 
Ship to the nearest address below. 
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RING SETS 
DIAMONDS 
14K GOLD and 
10% IRID-PLAT. 








FRANCIS FIRST 


“DOOR F 
IMPACT" 


tr 


Our powerful national advertising 
campaign ...plus your own local ad- 
vertising...create a double impact on 
the people in your trading area. 

Net result — greater sales of the 
Reed & Barton silverware you stock. 


IMPORTANT 


Add to this double impact the all- 
important selling power of your store 
and window displays. 

Feature Reed & Barton sterling in 
all of your Christmas Gift promotions. 


REED « BARTON 


STERLING 


DANCING FLOWERS 


REED & BARTON, SILVERSMITHS, TAUNTON, MASSACHUSETTS 
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WARNING! 
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Always First with the Best! Again First with the Newest! 
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quality, we add the gracious 
styling that outlives the years. 


It’s been that way since rgro. 


G R A i i S QO N s 
Manufacturers of Gold and @Platinum Watch Cases 
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Our Best Wishes for 
AP rosperous 195] 
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REFINERS & SMELTERS 


FOR HALF A CENTURY 





JOSEPH B. COOPER & SON inc. 





25 West 47th St. © Phone JUDSON 2-3095 
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big Valentine rush. 
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assured of January delivery — 


What are you doing about February 14th: 


world about it. Order now to be 
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ae JEWELRY— that has made SWANK the preferred gift for men. 
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Cris Christmas let us all 


join in giving our deepest thanks for 


the freedom we enjoy. 





THE CATAMORE bOMPANY § 


231 PINE STREET, PROVIDENCE 3, R. he 
ROSARIES 
MEDALS 








SETTING vith joo 


PA new tool-made 4 Prong Setting that 

| has the style, finish and appearance of 

2 fine hand-made setting. It combines 

© beauty, strength and practical design 

_.+-@ vast improvement, as outlined by 
the following features: 





Extreme Taper... the sharp taper 
) nforms to the lines of the stone on 


too thin. Always 
annot ropees as 


SERIES H R 
gy 


SERIES HR —Top some 
as “R”“, sizes O3 to .56 


“SERIES ‘ Double reflector SERIES H-Heart design piercing SERIES A—improved Fishtoil 3 


ides, with the new pat- 
with an inside concave surface. On Two siete P bead setting. Higher and oblong 
Stone sizes from .05 to .75. {05 t0 (50. renerter tom, Mane me base. Stone sizes %4 to 2 t 


Be SS, 


TYTATL aT a ad koe ne 


1] Vincent Street, Newark 5, N.J. « Telephone: MArket 2-4287 


WE ARE ONE OF THE LARGEST PRODUCERS OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR DEAL ON 
PLAIN and MILGRAINED 
POLISHED WEDDING RINGS 


¢ Carry a minimum stock 
« Order any quantity you please 
AT LOWEST PENNYWEIGHT (dwt.) PRICES 
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The Howe e Diamonds 


Far Above the Rest 
Down to Earth Prices 


One Caral lo Sifly Carals, Mhose 
whe know déamonds, choose 
from One of Fhe worlds largest 
collections .... the House of 
Diamonds” fatutous aay of ‘ 
Hramonds and damand 
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Jack ‘N Jill Jewels 


R ati ew York Middle West Chicago South West Coast 
epresented by: EQ ZUCKER SIG HOROVITZ FRED WHITNEY BILL RICHARDS AL TRACHMAN 
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PLATINUM METALS DIVISION + THE INTERNATIONAL NICKEL COMPANY, 
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COUPLE: You mean palladium rings weren't 


made 25 years ago? 


JEWELER: Maybe they were . . . partly! Before 
you were born, manufacturers of gold rings were 
seeking a gleaming white metal for settings, to 
reflect the true color of a perfect diamond. 


COUPLE: And the white metal they selected 


was palladium? 


JEWELER: Right! They chose precious palla- 
dium because it was enduringly white. It’s one of 
the six members of the platinum family of rare 
metals: platinum, palladium, rhodium, ruthenium, 


iridium and osmium. 





COUPLE: Are palladium settings generally 
used? 


JEWELER: Yes, palladium still is preferred for 
setting diamonds in gold rings. Its brilliant white- 
ness brings out all the fire in a diamond. Impor- 
tant too, is the way those strong palladium 


prongs hold each stone so securely. 


COUPLE: So that’s how palladium got its real 
start in jewelry. No wonder such a beautiful 


metal now is being used for the entire ring. 


JEWELER: Yes, and today designers are creat- 
ing all-palladium brooches, ear clips, pins, and 


other jewelry items, as well as rings. 


JEWELERS! Be sure to send for your free copies of give-away 
booklets and attractive counter cards featuring palladium jewelry. 


PA | | A -D UJ M:? PRECIOUS METAL 
FOR FINE JEWELRY 
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INC., 67 Wall Street, New York 5, N. Y. 
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best wishes for a joyous ‘Holiday 


Go you and yours, we extend our 
X & 
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For ourselves, we make this pledge; 


eason and a successful New Year. 


S 


aE EDEPADAIEDRDEDEDESEIRERALIRAREEDSASP SADA AR ESIBADEDRBEDEVD > 








C 





ri 
for your confidence 


to me 


in our power 
d confidence... 





your continue 
is the measure of our success. 


We will do all 











beca use... 


HIRST 


POPULARITY 








SALE-able 


beca use: 


MORE BEAUTIFUL 


Almost unlimited style selection 
created by largest staff of ring 
designers in the Industry. 


MORE ADVANCED 


Ingenious patented lock design 
ends ring TWIST, SHIFT, TILT on 
the finger; nothing shows or pro- 


—“ ENGAGEMENT AND WEDDING 


RINGS 
SELL SEPARATELY— 
SELL TOGE THER One Sale Insures the Other! 


anaemia Be ; SOLD 
PeaAalURE RING CO. INC. ONLY THRU 
126 West 46th St., New York 19, N. Y. sonemenenmaial 
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B881/116 


1143 — For any size round 
f movement up to I1'/2 ligne. 
304—For any size round 
movement up to 3/0. 
864—4AH, 5AP, 6AP, 4AF, 
8AE, 7AP, 8AH, 7AM, 4%, 
5/2, 6!/2, 63/ T, 834, 73x I, 
634K, 8x10, 734, 20/OE, 
15/OE, 18/OE, 21/OEL, 21/ 
OES, 21/0, 14° H, AK-13 
BEN, AK-16 BEN, 750W, 
7ILW. 
863/30—Same as 864. 
B880—83/, ligne. 
B881/116—83, ligne, also 
available with same lugs as 
B880. 


Sold Through Wholesalers and 
Importers 


863/30. > 


WATCH CASE CORP. | 
150 Varick Street 
New York 13, N. 


BEST WISHES FOR A HAPPY NEW YEAR 
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Illustrated mountings show 
the traditionally popular 
Tiffany setting with the 
luxuriously new K & P “illusion” 
top. Constructed to enhance 
the appearance of the 
“small” diamond ... to give 
it the illusion of size, 


value and brilliance. 


Kuown for Qualily 
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21 West 46th St., New York 19 
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\ . Waldemars .. | Quality always sells 


iN 


* toe 










It's time to say Merry 


Christmas and to answer 


the Christmas call for Le- 
Stage gold filled chains. 









Stock the full line for year- 
round sales and profits be- 


All 1/20 12Kt. GF cause LeStage craftsmanship 










: and quality always sell. 
(<i FG AGERFORE SCG 4s = . 1G 





ERG LEELA BG Sold only through wholesalers 











KX SO POS BO cca 
New York Chicago San Francisco Le 5 ; [Xe t 


9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. Betz A. B. Pinero G. A. Harrah 






MANUFACTURING COMPANY 


NORTH ATTLEBORO MASSACHUSETTS 


* CHAINS « BRACELETS * LOCKETS ¢ KNIVES ¢ BABY JEWELRY « IDENTIFICATION BRACELETS 
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accept no substitute 


for 


in watch cases 





quality 





The |.D. trademark is the symbol of complete dependability 
to those who demand watch cases that are smartly 


styled, precision-made, easy to assemble and engineered 





to fit movements perfectly. 





Standardize on I|.D. Watch Cases for ALL Your Needs 
R.G.P. (S.S. back) Cases ¢ 14 K Gold Cases ¢ Rhinestone Cases 
Bangle and Bracelet Cases * Diamond and Ruby Set Cases 


Water Resistant Cases * Novelty Watch Cases * ‘Book of Time’ Case 


Also Manufacturing Precision Parts for the Electronics (Radar) Industry 


Re ae 
Rae 
' a 


|. D. WATCH CASE COMPANY, inc 


Serving Watch Manufacturers ana Importers Exclusively Since 1910 


| General Offices and Factory: 137-11 90th Avenue, Jamaica, L. |. JAmaica 3-8700 





NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue * Telephone PL 7-6373 
CHICAGO OFFICE: William Bart, 29 E. Madison Street 

LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 

EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New Yerk, N.Y. 
SOUTHERN REPRESEN ka pre 














Rings enlarged 
to show detail 


8 diamond combination set 


Movin psn “ SETS FOR THE YULETIDE BRIDE 


e+e AND BRIDES OF EVERY SEASON 


To the many distributor friends whose efforts this 
year have created a ‘Miracle’ of demand for 
MIRACLE Diamond Rings—we extend our hand, 


both in greeting and in thanks. 


Be assured of our continued efforts to provide you with 


the most sought-after diamond rings in the coming year. 


And above and beyond pure business, we wish you 
happiness—and the fulfillment of your own desires— 


whatever they are ... wherever you may be. 
* Pat. and Reg. U.S. Pat. Off. Pat. Pending 


SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 
Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39TH STREET » NEW YORK 18, N. Y. 
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IN HANDSOME 
oy Sa. PRESENTATION 
- CHOICE OF SIMULATED STONES 
PER SET KEYSTONE WATCH anid 
ani COST ONLY COST 
00 1131 BLACK OPAL... . $89.50 $75.00 $69.50 $53.90 
00 1132 GARNET. .... . . $89.50 $75.00 $69.50 $53.90 


: er 6OTHERS FROM 00 1133 TURQUOISE MATRIX. $89.50 $75.00 $69.50 $53.90 
a DD 1134 AQUAMARINE. .. . $69.50 $57.90 $39.75 $37.50 


DD 1135 CHRYSOPRASE*. . . $95.00 $79.90 $71.50 $57.90 
() AI) ULC CS 00 1136 BLUE LAPIS*. . . . $95.00 $79.90 $71.50 $57.90 

TERME FOR A fees ries DD 2121 RHINESTONE. . . . $71.50 $59.90 
3 d, ff “These sets include new style locket watch. Two stones 
; ? > adjacent to watch lift, also, revealing two double lockets 
. aaexe uct of llen Oi Watch Go a C : to hold four favorite snapshots or photographs 





Here | is a Moneymaker for the Installment Jeweler | 











THE NEW EC 


Tradition 


INFORMATION CHART 


Linde 

(Synthetic) 
Composition Same 
Hardness Same 
Cause of star effect Same 
Type of Star . Same 
Specific gravity Same 
Refractive index Same 


Oz 


al Goo 


Natural 
Same 
Same 
Same 
Same 
Same 
Same 


Ann suncing 


NOMY _ : 
dman Quality at — 


GOODMAN & COMPANY 3 
{ Makers of Fine Jewelry Since 19004 ....42 W. Washington St., Indianapolis 4, In . 





CAN BE RETAILED 
for as low as 




















ERIES for 195! 


ices 
conomy sal 
















Their magic beauty has captured the imagination of the nation! 


Linde stars duplicate natural stones in arresting beauty, — ; . 





in every quality ... at a fraction of the cost. Constant 


in yalue ... a real stopper for on-their-toes salesmen . + priced ta to 


' promote additional volume at installment store levals . " 





plus a generous profit to the jeweler. Enjoy plus business by | 
featuring Goodman’s Linde Stars this Christmas season. 








Rees. 


TERRITORY OPEN FOR EXPERIENCED SALESMEN. PLEASE WRITE! 
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ALL WATCHES 
17 JEWELS 


Watches illustrated 


actual size 


While the diamond is the 
most beautiful of jewels, 
the Glycine Watch is a 
diamond in its class. Gly- 
Watches have a 
reputation of 


cine 
world-wide 
over a half century exist- 
ence for their fine quality 
and precision; also for al- 
ways being marvelously and 
styled. 
Glycine require no stronger 


exclusively finely 


its name. 
Fine quality diamonds used 
in Glycine Watches. 


guarantee than 


EACH WATCH 
DELIVERED IN BEAUTIFUL 
GIFT BOX 


PRICES SUBJECT TO CHANGE 
WITHOUT NOTICE 


| 
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502G— 

Debonair in appearance, 
with 14K white gold 
case, set with 30 large 
size genuine diamonds. 


$400.00 


ye ag designed. (0% 8 2 eee oo 
Iridium Platinum, hand-— Se eas 

somely set with 24 large © 

size genuine diamonds. 


$350.00 


TCH OF PERFECTION 


503G— 
Aristocratic! 12 gleam- 
ing diamonds in I4K 


white gold. 
$210.00 


509G— 


Two Fiery Diamonds en- 


506G— 

Precious creation  en- 
livened by ten gleaming 
diamonds in !4K white 


505G— | * 
Brilliantly glorified with %°° °5*- 

12 littering enuine $280.00 
504G— diamonds, mounted in 
Elegant, 14K white gold 14K white. gold 175.¢ 

case, handsomely _ set $ * 

with 10 diamonds. 


$158.00 


ALL PRICES ARE . 
KEYSTONE 


11 
Exquisite! 30 gleaming diamonds set in rare 
10% Iridium platinum case. - 

: $720.00 








Oo tee y RE hk RE RK 3 Dg? Mey 
PRS % Bes See % Viste? 
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507G— 
Two brilliantly cut dia- 
monds set in I4K white 


gold case. 

$152.00 
508G— 
Same as above with 14K 
yellow gold case. 


$152.00 


Distinctive Modern, 


hances this beautiful 
white gold case. 


$170.00 
510G— 


Same as the above in 
14K yellow gold. 
$170.00 


10% Iridium platinum 


set with 32 large genuine diamonds. 


— . ee ge ts. 
Se Sa fw Pre a &. 6 ego OE RES ES . 
45 oS ee Oe tas Bc ie Moe tehae =e he & Ras ‘ ts oe 
bi? TABS G4 EONS SPL REE MET AALS OPP Re ee 
6 Ra a ra "23 


$870.00 








5136— Sophisticated Baguette Model, 10% Iridium platinum, set with 


36 large size fine quality 
$600.00 


ALL DIAMOND WATCHES ARE EQUIPPED WITH EXTRA SAFETY CHAIN 


,. 





ALL WATCHES 
17 JEWELS 


We take pride in present- 
ing in our catalogue Gly- 
cine as our high grade 
‘quality watch, and in ad- 
dition to its fine quality 
beautiful 


styles, all watches with silk 


and exclusively 


cord attachments have 


safety lock catches. 


519G— 
14K white gold, flexible 
ends, gold numeral fig- 


ure dial. 
$90.00 


5206— 
Same as the above in 
14K yellow gold. 


70.00 


516G— 

14K white gold, 4 good 
size genuine diamonds 
set in easy-to-read dial. 


30.00 


521G— 

14K yellow gold, curved 
front and back, gold nu- 
meral figure dial. 


$82.00 
5226— 


Same as the above in 
14K white gold. 


$82.00 


517G— 
14K white gold, 6 good 
size genuine diamonds. 


$104.00 


523G— 
14K white gold, flexible 
ends, easy-to-read en- 


graved dial. 
$73.00 


518G— 
14K white gold, 8 good 
size genuine diamonds. 


$120.00 


524G6— 


~ 


Delicately styled, highly 


polished 14K 
gold. 


yellow 


$82.00 


525G— 
Same as the above 
14K white gold. 


in 


$82.00 


5296G— 


5276— 


14K yellow gold case 
with 14K matching brace- 


528G— 

14K yellow gold case 
with 14K matching gold 
bracelet, gold numeral 
figure dial. A _ lasting 


style watch. ! 
$130.00 


14K yellow gold with a 


goldfilled matching 
bracelet, gold numeral 
figure dial. Alluring 


Creation. 
$85.00 


let, gold numeral figure 
EACH WATCH dial, very finely styed 


DELIVERED IN BEAUTIFUL py? segs $130.00 


GIFT BOX 14K yellow gold, gold 
- fumeral figure dial. 


Watches illustrated 
15/16 actual size 


ALL PRICES ARE 
KEYSTONE 


PRICES SUBJECT TO CHANGE 
WITHOUT NOTICE 


ALL GLYCINE WATCHES ARE MADE WITH PATENT DUSTPROOF WINDING STEM 





530G— 

14K yellow gold, _eXx- 
quisitely carved flexible 
ends, smart and mod- 
ernistic gold figure dial. 


$90.60 
5316— 


Same as the above in 
14K white gold. 
$90.60 


536G— 
14K yellow gold raised 


figure dial. 
$65.30 


‘ 
) 


532G— 
14K white gold tailored 
style, gold numeral fig- 


ure dial. 
$82.60 
533G— 


Same as the above in 
14K yellow gold. 
$82.60 


537G— 
14K yellow gold raised 


figure dial. 
$74.60 
538G— 


Same as the above in 
14K white gold. 
$74.60 


534G— 
14K yellow gold, raised 
figure dial. 


$65.30 


539G— 
14K yellow gold, gold, 
figure numeral dial. 


2.60 
540G— 
Same as the above in 
14K white gold. 


re llow 
vlsoniliad igus dial | 
$65.30 
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$82.60 


On this page we illustrate 
a series of Glycine lower 
price ranges, however, Gly- 
cine quality maintained. 
Glycine is a quality watch 
only and not of the Com- 
mercial type advertised. 


542G— 
a gold raised figure 


dial, $57.30 14K white gold, smartly 


tailored style, matching 
goldfilled bracelet. 544G— 
$70.00 10K fine quality Fe 
filled, with gold filled 
matching expansion Ae = 
bracelet, raised figure aes os. 
dial. A Dy SEERES & , eold EACH WATCH 
$52.00 ; s Wa ee mi DELIVERED IN BEAUTIFUL 


Watches illustrated GIFT BOX 


15/16 actual size ALL PRICES ARE 


KEYSTONE 


PRICES SUBJECT TO CHANGE 
WITHOUT NOTICE 


ALL GLYCINE WATCHES ARE MADE WITH PATENT DUSTPROOF WINDING STEM 








551G— 
14K yellow gold, raised 


14K yellow gold, gold og es alli- 
numeral figure dial, gen- $92.0 
548G— sae pegstes strap, 00 
14K yellow gold, go'd eautifu ress watch. 
numeral figure dial. $110.00 
05.00 


Same as the above in 
14K white gold 


$105.00 


550G— 
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Watches illustrated 
V5 actual size 





oo 


557G— 
556G— All steel case, 
10K yellow fine water and shock 
quality gold filled, resistant, luminous 
raised figure dial. dial and hands, 


5546— 


10K yellow fine 
quality gold filled, 


10K = yellow fine 
quality gold filled, 
raised figure dial. 


$50.00 


$50.00 


fine quality watch. 


$45.00 
558G— 
Same as the above, 
automatic wind by 


with matching ex- motion cf the 


pansion bracelet, wrist. 
fits all wrists. $55.00 


14K white idan 
me ga nly $55.30 
* e 
553G_. 9100.00 


Same as the above 
in 14K yellow gold. 


In the present era of mod- 
ernistic idea, Glycine fac- 
tory has again. created 
beautifully designed 
watches. They appeal to 
those. of finer taste who - 
desire a choice watch. It sa Fie 
is a privilege and a pleas- age 
ure for any man to own a 


Glycine Watch. 


EACH WATCH 
DELIVERED IN BEAUTIFUL 
GIFT BOX 


5616— 

14K white gold, 3 
good size genuine 
diamonds set in 


dial, modern style 
watch. 
styled watch — 10K*yellow fine quality gold filled, with match- 
wi Oe deakickia ing expansion bracelet. 
strap. $60.60 
$165.00 
ALL PRICES ARE 


KEYSTONE 


PRICES SUBJECT TO CHANGE 
WITHOUT NOTICE 


ALL GLYCINE WATCHES ARE MADE WITH PATENT DUSTPROOF WINDING STEM 









We have never el aim oe 
Nor do we know more t 











- ~~ the oldest and largest firm of its kind in the United States 


FOR DECEMBER, 1950 





Seasons Breetings 


from 


€EDED 
? 1» 


The WATCHMAKERS :@@: OF SWITZERLAND 


Z> 
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HIS ONE IS VERY IMPORTANT! It’s not only a 
f eer part of the quality Swiss watch cam- 
paign, but it works for every jeweler! That’s 
why it has been repeated hundreds of millions 
of times during the past two and one half years. 

Support for jeweler’s position 

For we believe that the jeweler and his watch 
repair experts are more than retailers—they are 
skilled members of one of the world’s most re- 
spected trades. Yesterday’s tradition of a “family 
jeweler” is reflected today in the steady custom- 
ers who seek your advice and counsel on the 


purchase of their treasured gifts. For they realize 
that only a jeweler is qualified to give this service. 


A valuable asset 


Yes, your position and reputation within the 


How important isa slogan? 








community constitute one of your most valuable 
assets. But it is imperiled today by competing, 
non-jewelry outlets, and by a change in customer 
attitude. It’s up to every jeweler to do all he can 
to maintain his position and reputation. And, 
as one of your chief suppliers of quality merchan- 
dise, we shall continue to do all we can to help. 


Quality watches are important 


That’s why you'll find the jeweler so constantly 
supported and promoted in our advertising. 
That’s why we emphasize the importance of 
quality, and it’s why such care is taken to make 
every fine Swiss watch a product you are proud 
to recommend. 


Let’s all work together to make this slogan 
mean more than ever... 


For the gifts you'll give with pride—let your jeweler be your guide 


The WATCHMAKERS 


FOR DECEMBER, 1950 





OF SWITZERLAND 


6037SP 


Oy iginality of styling in good taste— 


fine quality—priced modestly—value you recog- 


nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2413WB 


THE JEWELERS’ 


CIRCULAR- KEYSTONE 

















Young America’s Most Popular Heroes make these 
the World’s Most Demanded CHARACTER WATCHES 


COPYRIGHT 
NATIONAL 
COMIC 
PUBLICATIONS 
INC. 


No finer traffic-builders than these exclusive 
Everbrite character-watch items featuring the two 
great favorites of all Junior America! Both are 
lightning-fast sellers, earning handsome profits 
for retailers everywhere. Both are guaranteed for 
performance. Orders now receive speedy attention. 


A. COHEN & SONS CORP. 


27 West 23rd Street New York 10, N. Y 





FOR DECEMBER, 1950 


| ores f™) COPYRIGHT LONE RANGER, INC. Ned 
nie CHES ~! 

Nit watch ’ 
6 , 


RRS 
Ras 
> 











Ry 





Attach Coupon fo your Firm 
Order Form or Letterhead. 


A. COHEN & SONS CORP., 27 West 23rd Street, New York 10 ; 
Please forward our order for the following: 
Quantity i 
EEN OE Superman Watches @ 3.47 each | 
EES ESP Es Lone Ranger Watches @ 3.47 each ; 
BOOTS POM. oo. oo... cicccccccccoccocccccseccecsocscaceebanapharauubeansebagnuss cassie e ! 
PIO BG oo anon nian vied ncccsccvcccdecccaaccenesnsdbssenubeadepaienbanennne anaemia al 
Pi indusseccasdscessisdbacabaaanestcs slau Zone............ DONG. i eliccicccictins 
TERMS NET 30 DAYS—F.O.B. N.Y. 
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7S 
aie 
her 
gift 
from 
the 


vty 
TRIFARI 


free 


of 


dreams 


Not authentic unless stamped on 
the back with the name Trifari 


designs patented 


THE TRIFARI TREE OF DREAMS makes its debut in the December 4th 


issue of Life Magazine—and in America’s finest stores this Christmas. 
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DIAMOND RINGS 
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ons NEW Spectacular Sales Help 
RS For Rhapsody Dealers 


Yes! Rhapsody does everything to help you sell . . . now uses a 
television, the most sensationally successful of all advertising : 
media! 

Rhapsody’s glamorous television shorts have real Holly- 
wood technique . . . are complete one-minute films and - 
twenty-second films with sound track and music . . . packed 
with romance and dramatic appeal. Cupid really does his” 
— stuff—charms his way (and Rhapsody’s) into the hearts of : 
“a” > Engagement and Wedding Ring Prospects. 





You can get duplicates of thesey 
films for local — FREE! a 


fo Loe 5 


4 PS & - » be “ oN , % i 
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M. SICKLES & SONS, Inc. 


906 CHESTNUT STREET - PHILADELPHIA 7, PA. 
Wholesale Jewelers for Nearly 100 Years 








FOR DECEMBER, 1950 | 4 . 39 





ee : ‘Quick 

Musical Good Morning Q 43 
Come September, the alarm-clock bell will give 
way.to two songs—Oh, What a Beautiful Morning 


and I Love You Truly—played on new Semca clocks 
with gilt clefs circling their faces. Each clock has a 
music box and plays both tunes in rotation, will cost 
$18.95 (plus tax) at department stores. 
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REGISTER ‘LEADER 
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New Ideas in Clocks . ~ CLOCKS BY 
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HERALD TRIBUNE, & 
Semca Clock Music 


Awakens Sleeper 


RI Rr mn ee 


Twin Dials for Twin Beds 
Also on Exhibition 


If you can’t wake up thinking 
“Oh, What a Beautiful Morning,” 
then the next best move is to get 
a clock that will do it for you. 
Among the new Swiss-movement 
timepieces introduced to the press 
yesterday at the Hotel Plaza by 
the Semca Cicck Company. Inc., 
Was a group of charming musical 
alarm clocks designed to coax earls 
morning cheer from even the most 





ELEGANT BROCADED CASE 
.Clock a decorative boudoir acc 
gold-threaded white brocade, + 
and red petals, it also comes 
blue brocade, all trimmed with - 3 
bel? jewel clock has a silver-finish | ) 
coe | luminous dots and hands. Itis % 
new collection of timepieces 


Hotel Fleas by the Samos Chex 
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wat Clocks 





E 4 #3 . A c L z | York 3 N.Y. Manufacturers of 
30 Irving Place, New # ae 


Consult Your Wholesaler 





ve ye 


at is tod ay’ s date? That’s an easy question to answer 
’ aS ST) 6 &) TOTMCS COMDICLE WILD 2 calends 





BUSINESS WEEK MURFREESBORO. TENN.— NEWS-JOURNAL | 
Fapaical alarm clock will awaken you to’ New Clocks 
: _the strains of Oh, What a Bea 


eight-day, seven-jewe 


” FROM “COAST TO COAST 


‘me + Will be available in September. 
IE NEW YORK TIMES Op 4 pteeens coats 


eA AAO LOAD AAR L AD 
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NEW CLOCK AWAKES 
SLEEPER WITH MUSIC 


Anyone who has ever turned 
over and gone right back to sleep 
after the first loud burst of the 
alarm probably would react quite 
differently on hearing “Oh, What 
-a Beautiful Morning” and “I Love 
You Truly” peal forth, pe ji oe 
> A musical alarm clock that plays | a ag ij 
both these tunes in rotation is in- @am Wo ee | a ‘ 
» eluded among the new clocks pre- ’ 4 Pee ind . 
_@ viewed yesterday by the Semca | i ae & 


King Features Syndicate, 


Slack Company of 30 Irving P ace. Se A THREE-WAY CL¢ : vutdoor man. This one tells the time a 
*® Al! will be at Lord & Taylor's — ne Urey grt : ‘me AOmeter and barometer are set next t 


-and other New Y¥~~*~ 


@ The new line of SEMCA clocks made headlines XY ~-. Wil THE NEW YORK TIMES 


in hundreds of leading newspapers from Maine 


to California with aggregate circulations running well up into | \ DOING DOUBLE. TIME 


the millions. The big national Press Associations carried the 

SEMCA story on their wires. Editors instantly spotted the 

new SEMCA line as NEWS of direct, personal interest to 

their readers and played it up BIG in their papers. 

Many carried double-column pictures of SEMCA 

clocks. Shown here are just a few of hundreds of ; ea oo 4 

SEMCA news features that appeared through- oT Ris lovely new wall clock’ is: by 

out the country. The tremendous impact : wegen Ideal” for living room. 
; ; has ; » hiddén cord winds it up. 

of this giant wave of publicity is P 3 o } 

sharply stepping up consumer _AAGAZINE ; 

demand for SEMCA and meer 

PHINNEY-WALKER 

clocks everywhere. 


CUT-OUT gilt loops and leaves, which @ 2 og I oo 
Cu rve gracefully from the C) reular & " Pease ms eek Be & soc is re BN 


dial, make this Semca clock a decora- “Twin dial ‘eck by Semc amay be read trend either side qe has 


tive delight. The clock need not be athe It nu Is 
removed from the wall for windi oe &i merals and gilt finished cas 
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means taster sales at a better 


mark-up for you! 
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THE NATIONAL CONSUMER ACCEPTANCE of SEMCA as 
the mark of precision-time-keeping makes SEMCA WATCHES 
your best bet in the volume sales field! SEMCA has been publicized 
in hundreds of newspapers from coast to coast and in dozens of 
national magazines. SEMCA is nationally advertised on the air by 
RADIO and TELEVISION. Millions of people know, respect and 
will buy watches on the SEMCA reputation for quality. 


“Made by the SEMCA clock people” is a sure-fire sales-clincher for 
SEMCA watches. : 


Why bother with “unknown” watches when you can use the 
SEMCA reputation to boost your sales...and your profits! 





SEMCA WATCH 


CORPORATION 
30 Irving Place, New York 3, N.Y. 





Affiliated with... 


SEMCA CLOCK COMPANY, INC. ¢ 
PHINNEY-WALKER CO. 
Clock Makers Since 1915 
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NEET’s Inimitable 
ONE-PIECE PADDED 


GU 


ARISTOCRAT OF 
WATCH STRAPS 


LASKO STRAP COMPANY 
200 Hudson Street New York 13 


CHICAGO: 29 East Madison 
LOS ANGELES: 220 West Sth Street 
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THE ONLY STRAP 
THAT PROTECTS 


AS IT BEAUTIFIES 


THE WATCH THAT WEARS IT! 


Created in ALLIGATOR 
CORDOVAN 
FINEST CALFSKIN 


Yes, there’s no other watch strap to compare with 
NEET’S one-piece padded “GUARDETTE” for design, 
construction, overall distinction and beauty! A long- 
time NEET best-seller, it continues to set new sales 
highs month after month. Smartly created in various 
popular shades, and delivered by the dozen in an 
attractive point-o’-sale counter book display. Be sure 


to stock it for profifable. sales and repeat sales! 


CONSULT YAQUR WHOLESALER 








: 


SCIENTIFICALLY 
CONSTRUCTED 


ATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 

















LATHIN WATCH COMPANY 


580 FIFTH AVENUE - NEW YORK 19, N_Y. 





| CATALOGUE SENT UPON REQUEST. |} 
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don't trust 
your naked eye 


Let Your Own LOUPE 
prove the PERFECTION of 














ret. 















Loupe-tested 


LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 





Ss ei of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 


een wae 


Diamond Rings. Franchises are still available. 


’ Lik 


630 FIFTH AVENUE, NEW YORK 20, N. Y. - 
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NATIONAL ADVERTISING 


These are 
the watches 
men want. 
Both are 
outstanding 
in value 

and proven 
in sales. 
They are 
featured in 
National 
Magazines 
and by 
Distinguished 
Jewelers 


Write for 
Agent details. 


©H.S. W. A, 1950 
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TOWN: 
country 


Raised numerals. Choice of white 
or black-and-gold dial. Gold-filled 
case with steel back. 

With alligator strap $55; 

With expansion bracelet $62.50; 
In 14 Kt. gold $125; FTI. 





HERE ARE THE MODERN 
WATCHES MEN LIKE 








inde 


|" Automatic—distinctive gold- 
: filled case, raised numerals $65; 


In heavy 14 Kt. gold $145; FTI. 





HERE’S WHY: They are both double purpose 
watches—correct for dress wear, rugged for outdoor 
sports. Both are protected against moisture and 
dust—resistant to shock of normal bumps and 
jars—anti-magnetic. 


Both are strikingly masculine, typical of Universal 
Genéve’s talent for styling. Both have famous 
Universal Genéve 17 jewel accuracy movements 
praised by competent watchmakers. Both have 
professional type sweep hands for pin-point timing. 


HERE’S HOW THEY DIFFER: The “Town & 
Country” is so extremely thin and light you hardly 
know it’s on your wrist—remarkable in a climate- 
proof watch! The “Self-Winder”’ is the last word 
in an automatic—winds by motion, not memory— 
stores up 36 hours reserve in.a few hours of wear. 


The choice is yours—have your Jeweler show 
you both—either is a very sound investment in 
reliable performance for years to come. 








UNIVERSAL 


GENEVE 








Universal Geneve watches for women in 14 Kt. gold from $71.50 FTI. 


Write for booklet and name of nearest Jeweler. 


THE HENRI STERN WATCH AGENCY, INC., 587 Fifth Avenue, New York 17, N. Y. 
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With concealed luminous dial $67.50; 












exclusively 
designed by 
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a chip off the old block! 





A, the year draws to a close, 


we at Louis Watch take pleasure in 
wishing all our friends and customers 
a Merry Christmas and the very best 
wishes for a Happy New Year. 

We also dedicate ourselves to 
maintain the brilliant styling and fine 
craftsmanship which has been 
synonymous with Louis watches 


throughout the years. 


WATCH COMPANY, INC... 


580 FIFTH AVENUE, NEW YORK 19, N. Y. ¢ Plaza 7-0940 


Watch for... the Louis “PARTICIPATE AND PROFIT PROMOTIONS,” starting January 
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Seasons Greetings 
the Weaheors of 


AUTOMADE 


* 
Eas thin in Cj ain 
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Gold — Gold Filled — Silver 
LOSI 


* 





Automatic Chain Company 


PROVIDENCE, R. lI. 
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CARL-"ART, ine. 


PROVIDENCE 





Established 1924 


TIME AND IN STYLE WITH 


chuls watches 


oO] Give | ba O) Oba RY L OTE A 


Styled & Manufactured at our factory 


304 EAST 45th ST, NEW YORK 17._N_Y. 


"Reg. Trade Mark 
524,530 


Lady’s two-tone 
14 kt. gold bracelet 
watch, 17 jewel. 
$230 (Keystone) 
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There's luxury without The following trade 


marks are the property 
of Parco Mfg. Inc, 


stone jewelry, the skillfully 861 Broad St., 
designed White Magic Providence, R. |. 


worn by so many women 


ostentation in Parco rhine- 


today. 
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Cordial wishes that the good cheer 
of the holiday season may continue throughout 


a bright and prosperous New Year. 
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San Francisco 8 - California 
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oo the development of costume 

jewelry any girl in America today 
can have necklaces, pins, bracelets and 
earrings as lovely as any medieval prin- 
cess could have wanted ... but ata 
cost so low that they’re well within the 
reach of almost everyone. 

And now that Stainless Steel—the 
glamour child of the steel family—has 
been introduced to the jewelry field, 
it’s possible to make even more beauti- 
ful jewelry . . . even less expensively 
than before. For Stainless Steel means 
to costume jewelry what silver, gold 


AMERICAN STEEL & WIRE COMPANY, CLEVELAND 


“Mess Hlaintess Steel Wixe’’ ¥ 


f 





Mass Claive Den nts Ch if | : 


and platinum mean to precious jewels. 
Its inherent, long-lasting beauty . . . its 
versatility .. . its excellent machinabil- 
ity . . . make possible many unusual 
designs which were formerly too expen- 
sive or impractical to handle with plated 
materials. 

Both wire and strip are available in 
U'S'S 18-8 for jewelry making. U'S’S 
Stainless Steel wire is produced in sizes 
from .005” up to .5” in diameter— 
U-S°‘S Stainless Steel strip in suitable 
gages and widths from a fraction of an 
inch up. Both wire and strip lend them- 
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P—iewelry made of U-S-S Stainless Steel 


selves readily to forming, silver solder- 
ing and other modern fabricating meth- 
ods. For intrieately-shaped pieces, that 
are impossible or too expensive to polish 
by mechanical means, electropolishing 
is recommended. 

For some time we have been furnish- 
ing strip and wire to those shops which 
have pioneered the use of Stainless 
Steel in jewelry and similar applications. 
If we can help you in developing its use 
in your designs we will be only too glad 
to give you the benefit of this experi- 
ence. We welcome your inquiries. 


CARNEGIE-ILLINOIS STEEL CORPORATION, PITTSBURGH 


COLUMBIA STEEL COMPANY, SAN FRANCISCO * NATIONAL TUBE COMPANY, PITTSBURGH ~ TENNESSEE COAL, IRON & RAILROAD COMPANY, BIRMINGHAM 
UNITED STATES STEEL SUPPLY COMPANY, WAREHOUSE DISTRIBUTORS, COAST-TO-COAST + UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


U:S°S STAINLESS STEEL 








SHEETS - 


STRIP + PLATES - BARS - BILLETS - PIPE - TUBES 


- WIRE - SPECIAL SECTIONS 
0-1828 
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Here’s good news. . . good news for 
good customers who buy good mer- 
chandise from jewelry stores. 


It’s the Gold Filled story in brief... 
an attractive miniature folder that tells 
how Gold Filled is made, how it is 
readily identified, and how its marked 
quality is firmly guaranteed. It’s a 
sales and merchandising aid that will 
build even greater acceptance for Gold 
Filled jewelry and better repeat busi- 
ness for your store. 











Send for a supply of these folders, 
entitled “Wear Gold Filled Jewelry 
With Pride.” Use them in your boxes, 
on your counters, in your mail. They’re . , | Co compacts 
free, in reasonable quantities. ‘4. ff * wacom 














KARAT GOLD 











Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 


PROVIDENCE 7, RHODE ISLAND 


Qvality is guaranteed under the terms of Commercial Standard CS 47-34 
as issued by the United States Department of Commerce and 
approved by the American Standards Association 
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Sewse of Futail 


AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS: 
AND WEDDING RINGS 

IN GOLD OR PLATINUM 


Jewelers from all over 
America know Goldstein-Gerson 
as ‘“‘The House of Fishtails’’ .. . for no 


one else has such a wide selection of 
mountings to fit every size diamond from 300 per 


Every Popular Style and Size 
Every Popular Price You Need 
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EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19 
Sold only through Wholesale Distributors 
ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ A.B. GRODMAN @_ IRWIN GOLDSTEIN 
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FEATURING 


BEST VALUES” 


IN THE INDUSTRY 
FOR A QUARTER 
CENTURY 


IN 


ation oak Pole 


DIAMOND MOUNTED 
WEDDING RINGS 


BAGUETTE * ROUND -¢ MARQUISE 


RING MOUNTINGS 


SOLITAIRE and FANCY STYLES 
MATCHED ENSEMBLE SETS 


FANCY RINGS 


PRINCESS ¢ DINNER °¢ BRIDGE TYPES 


CALIBRE GUARD RINGS 
RUBY + SAPPHIRE + EMERALD 
WATCH BRACELET 
ATTACHMENTS 


DIAMOND FLEXIBLE 
BLOCK BRACELETS 








gm 
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Write for “G7 
Memorandum = ge + 
Selections - So 


FINEST QUALITY eas 
SPECIAL ORDER WORK ee 


_J.L. BRANDT (0. 


MAKERS OF FINE DIAMOND JEWELRY SINCE 1928 
& EAST 47th STREET, NEW YORK 17 
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Westinghouse a. 
Announces ¥- r" “4 
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POP-UP 





HELPED RETAILERS ROLL 


UP RECORD SALES 





FOR DECEMBER, 1950 


In the words of a famous General, the way to win 
battles is to “‘git thar fustest with the mostest”’. 

That’s always been Westinghouse policy. 
Looking back over the headlines of the past 
year, you can see that Westinghouse was first 
to market with more exciting features than any 
manufacturer in the electrical industry. Every 
last one was a startling innovation that stirred 
up wide public interest and started a parade of 
buyers toward Westinghouse retailers. 

There are big things on the fire for 1951, too. 
In fact throughout the coming year, the new 


See TV’s Top Dramatic Show...‘*‘Westinghouse 


STUDIO ONE”’...Every Week 









product news coming out of Mansfield will 
increase the value of the Westinghouse fran- 
chise and add further weight to the words: 
You can be SURE ... . if it’s Westinghouse. 


WESTINGHOUSE ELECTRIC CORPORATION 
¢ Mansfield, Ohio 


Electric Appliance Division 











you CAN BE SURE..IF ITS 


Westinghouse 








.-. of course, it’s electric! 


Ou Best Wishes 
fo AM for a 
Mery Christmas 
and a 


HARRY & BEN FRACKMAN 


I N C O R P O R A T E D 


20 WEST 47TH STREET 
NEW YORK 19, N.Y. 


DALLAS EASTERN DIVISION 
Emil F. Burger Irv. Shreger 
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The Only Book of its 


No longer need you grope for the right answers to questions like those at the right, 

For two years, a staff of trained specialists has been gathering and checking many. 
facturers’ trade-marks for you. Painstakingly compiled and cross-referenced, this info,. 
mation is now available to you in the only volume of its kind. 

You'll use it day in and day out — for years to come. You'll keep it at your finger 
tips. You’ll agree with thousands of jewelers who have found previous editions absolutely 
priceless — indispensable in any jewelry store. 

You'll buy a copy eventually, so why not send for it today. Get the full-life usefulnes. 
from it .. . start benefiting now from the wealth of information it contains to help yoy 
serve your customers better. 

Sign coupon at right and send to us now with your remittance for $7.50. Your copy 
will be mailed postage prepaid. 





Two typical pages. Left shows method of presenting Trade-Marks and Names. 


Right shows how the approximately 1500 Sterling Silver Pattern Names ee | 
are listed. Thousands of Trade-Marks and Trade Names in this ee. 

New 1950 Sixth Edition . . . over 300 Pages of Vital ect 
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kind /\ TRADE-MARKS 


of the Jewelry 
and Kindred Trades 
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TIME-MONEY! 













1| Gives answers fo... 


1} =WHO MAKES IT?” 
"WHO CAN REPAIR IT?” 
"WHO HAS PARTS?” | ; 

| “WHAT'S THEIR ADDRESS?” SIXTH EDITION 
“WHERE CAN | MATCH IT?” 


“WHOSE TRADE-MARK IS THIS?” 














The best $7.50 you ever invested in your 
business. Actual size 6% in. x 10% in. — on high-grade 
coated stock with hard-back, gold-imprinted, maroon color cloth binding. 


Completely Revised 6th Edition 


Used Every Selling Day of the Year e All Worthwhile Trade-Marks and Trade Names 






® Approximately 3300 Sterling and Platedware Pattern Names 






e Indexed and Cross-indexed for Easy Reference 





e Brief Digest of Lanham Trade-Mark Act and complete text of Stamping Laws 













THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. ¥. 






Please send me.............. copies of Trade-Marks of the Jewelry 
and Kindred Trades, new 1950 edition, at $7.50 per copy, 
postage prepaid. 


Order Your Copy Now 
Only? 7° POSTAGE PREPAID 


Remittance must accompany all orders. 










Check or money order for $.................... is enclosed. 
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DeCurtis says... 
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You'll be pleased, however, to find the same expert craftsmanship 
that unfailingly arouses eye-appeal, sigh-appeal and buy-appeal 
in your costume jewelry customers. Tie in with DeCurtis for even 
greater selling profits in 1951. See the new and lovely designs 
and watch for the DeCurtis mat book —a complete round-up of 


advertising helps for retailers. 


Curtis Jewelry Mfg. Co., 11 Dearborn St., Providence, R. I. 
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PACHHC 


Silver 


Cloth 
positively 
orevents 
silver 








COMPARE THESE SPOONS FOR TARNISH! 
Unretouched photos* by U. S. Testing Co., Inc. 
Spoon “A” wrapped in ordinary “anti-tarnish” cloth 
accumulated heavy tarnish during test. Spoon “B,” 





sparkle and luster under the same conditions. 


protected by Pacific Silver Cloth, retained its original ‘ 
*Test #18035, March 23, 1950 


Its PACIHC Silver Cloth ' 


MADE BY PACIFIC MILLS...WEAVERS OF | 
FINE COTTONS, RAYONS, WORSTEDS AND WOOLENS 
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What causes tarnish? 


When not in use, silver tarnishes from one cause 
only: contact with sulphur gases in the air, par- 


ticularly hydrogen sulphide. 


How does Pacific Silver Cloth 
positively prevent tarnish? 


Silver outranks any other metal in its ability to 
attract and hold hydrogen sulphide. Pacific Silver 
Cloth is the only cloth on the market impregnated 
with a silver compound. Sulphur gases are caught 
and held by the silver of the cloth—tarnish cannot 
reach the silver you want to protect. Pacific Silver 
Cloth is made by an exclusive process which is not 
duplicated. “Prevent tarnish” claims of other fab- 
rics are ambiguous. 


What is wrong with ordinary “anti-tarnish” 
or “tarnish-proof” cloth? 


So-called “anti-tarnish” flannels contain nothing 
that will prevent tarnish. They will become satu- 
rated with sulphur and then make the cloth an 
active tarnishing agent. 


So-called “tarnish-proof” flannels are impreg- 
nated with one chemical or another which may 
have limited effectiveness until enough sulphur is 
absorbed to make the cloth actually tarnish silver. 


How long is Pacific Silver Cloth effective? 


For a lifetime! For a test period of five years, sev- 
eral pieces of silverware were wrapped in a Pacific 
Silver Cloth and subjected to intense natural sul- 
phur concentrations. At the end of the five-year 
period the silver had no tarnish and retained its 
original polished lustre—and only five per cent of 
the silver content in the cloth had been used! 


Your customers want.Pacific Silver Cloth in chests, bags, 
rolls, or wraps for the silver you sell them. If your whole- 
saler cannot furnish you with Pacific Silver Cloth items, 
write for information to Pacific Mills, Dept. R-12, 1407 
Broadway, New York 18, N. Y. 


PACIFIC MILLS, Dept. R-12 
1407 Broadway, New York 18, N. Y. 


Gentlemen: I am interested in wraps__, chests__, hollow ware 
bags__., place-setting rolls__, packets__, made with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 
tive literature. 

















Name 

Positio Dept 

Store 

Street Address 

City Zone State 
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WANTED 
by YA - Let Corporation 


Two Top-Caliber Salesmen 








RE-ALIGNMENT OF TERRITORIES creates the 


following openings in our sales force: 


1. Territory consisting of major portions 
of Texas, Okla., Ark. and La. 


2. Ill. (including Chicago) and part of Ind. 


ONLY experienced men with proven sales record and 


a following among retailers will be considered. 


Application MUST be by letter ONLY and full details 


are to be given. 


Direct your letter to: 


Jules Hochman, Sales Mar. 
Flex-Let Corporation 

20 West 47th Street 
New York 19, N. Y. 
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olen 5 Greetings 


AND OUR HEARTIEST GOOD WISHES FOR A 
NEW YEAR OF PROSPEROUS BUSINESS... 





From One of America’s Leading Silverware 
and ‘fewelry Wholesalers 


Serving America's leading retail jewelers since 1869 


ds 
J. W. JOHNSON 


Incorporated 


15 MAIDEN LANE * NEW YORK 7, N. Y. 
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DIAMOND DIGEST 


BUYING STANDARDIZED DIAMONDS 
Part Two 





As we pointed out in the previous 
Diamond Digest, many leading wholesale 
and retail merchants purchase their 
diamonds from Arnstein Bros. & Co. 
because aside from other reasons they 
know they can obtain quicker turnover 
and bigger profits by handling our 
standardized diamonds. They know, 
too, that our experts grade them so 
Closely that any merchant can purchase 
the exact stones he wants just when he 
requires them. 


The first step in standardizing 
diamonds is to grade them for fineness 
of make. In that connection, it is 
well to bear in mind that rough dia- 
monds are products of nature. Some- 
times their formation is such that it 
is economically unwise to polish them 
into stones of top make. That is why 
we have three grades of make: the 
first is the finest and most popular; 
the second deviates slightly from the 
finest; the third does not possess 
— the brilliance of the second 
make. 


In sizes 1/8's and smaller we have 
five colors; in medium sizes, from 
1/6's to 1/2's, ten colors; in sizes 
over 1/2's, we have 20 colors. The 
reason for closer assortment in the 
larger sizes is obvious. Slight 
variations in color may affect the 
value of those diamonds from 5% to 
10%, but not as noticeably in smaller 
stones. 


Likewise, since even the tiniest 
variations in perfection influence the 
value of larger diamonds, we have as 
many as 24 grades of imperfection in 
these sizes, with half that number in 
stones 1/6's to 1/2's. In sizes 
smaller than 1/6's, we grade them into 
Six qualities. 

Only a house such as Arnstein Bros. 
& Co., with world-wide sources of sup- 
ply and carrying very large stocks of 
diamonds can grade them so closely and 
carefully. And that is why leading 
merchants find it profitable to deal 
with us. Such careful grading means 
that they can always obtain the exact 
grade and quality of diamonds they 
want at the lowest possible prices. 
What is more, they can obtain them 
when they want them. 


mats. Vue bt. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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T’S later than you think! 

Back in 1889, some chap had a 
rather sordid sense of design, accord- 
ing to a story in the Swiss Watch 
Federation of June lst of that year. 
In “merry olde Englande,” there was 
a watch that looked like an ordinary 
pocket watch at first glance, but in- 
stead of figures marking the hours, it 
had a dozen tiny pictures. At one 
o'clock is a mother holding a child; 
from two until nine, the child grows 
to manhood; at ten o'clock, the 
mother is shown on her death-bed; 
and finally, at midnight, the child has 
become a bent old man. 

Macabre, what! 


© © 
A SPOON for the princess—a bed 


for the prince. 

The first public gift for Princess 
Anne was a silver spoon. The gift 
was received by the Queen when she 
visited a special silver exhibition at 
the Crafts Centre in London, the day 
after the birth of the royal baby. 
The spoon was made by John Far- 
leigh, silversmith, and one of three 
he had made. Each of them had a 
handle wrought in the form of a small 
animal, the one chosen for the 
princess being a dormouse. 

Our London correspondent adds 
that a student silversmith in England 
is making a bed for Prince Charles. 
It is fashioned from English yew 
with boat-shaped slats at head and 
foot. These are being ornamented 
with escutcheons of silver and blue 
champleve enamel, the designs on 
them being of animals. Princess 
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Elizabeth said the child would recog- 
nize animals easier than birds, which 
were what the student silversmith first 
thought would be appropriate. 


© © 
EWELRY fashions for hats: A 


pink satin number with a large 
gloved hand on each side of the hat, 
one of which is decorated with a 
diamond bracelet and a 10-carat soli- 
taire on one of the fingers. Another 
is a version of the Bedouin head dress 
with a chiffon veil cut to leave the 
face uncovered, tied at the back and 
tucked into a diamond necklace. The 
last is a hat designed by Mellerio of 
Paris. It’s a gold crown, hung with 
diamonds, topazes, and amethysts 
which cascade down the back of the 
head. 





Something to Think About 


MANUFACTURERS’ SALES 


IN THE U.S. 
BILLIONS OF DOLLARS PER MONTH 
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HEN you open a jewelry store 
in one of the older communities 
in the U. S., chances are that most 
of the homes already have grand- 
father clocks. In one town, which 
hasn’t had a new family in the last 
75 years, the local jeweler placed a 
grandfather clock on sale about 30 
years ago. He put it near the en- 
trance hoping it would be noticed 
and purchased quickly. Through the 
years, no one bought it, but the estab- 
lishment became known as the “store 
with the grandfather clock by the 
door.” 

The jeweler has shown a profit on 
his investment even though the clock 
was never sold, because the publicity 
it has brought him is worth many 
times what the clock had cost him 


originally. 
© © 


ONDER how jewelers are doing 

in South Bend, Ind.? Accord- 
ing to the latest statistics on mar- 
riages, issued by the Federal Security 
Agency, weddings in that city have 
increased 158 per cent in September 
1950 over the same month in 1949. 
(This compares with only a 13.5 per 


cent increase nationally.) 


© © 


HIS month, we are off on an an- 

other interesting search—who is 
the oldest active watchmaker in the 
U. S.? We are prompted to find this 
out, because we read recently of the 
death of Eugene Aufranc in Switzer- 
land at the age of 105. Eighty years 
ago, he made a calendar watch, but 
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their dollars. 


That depends upon what you do to get 
Here’s how to get them: 


1. Stock the top-quality silverplate—1847 Rogers Bros. 
complete line. 


4. Display the top-quality patterns—all five 1847 Rogers 
Bros. patterns. 


~. Advertise the top-quality silverplate with the most na- 
tional advertising — 1847 Rogers Bros. 


Do these three things—and capitalize on these prospects 
in your market. 


1847 ROGERS BROS. 


- : 
; 7 : 
pee o-, >, — . fea se i a a ed = aes “S a Roae So ¢ % = 
: af ©! " [= 8 & - £ @ * 
You KNOW your best silverplate prospects. They’re peo- 
ple with incomes of $3000 to $5000 a year. 

Well, today there are 13 million such wonderful people 
—and this figure’s a government one. 

What’s more, you've nearly four top-quality silver- 
plate prospects for every sterling prospect in all income 
groups. 

That’s a lot of potential silverplate customers. But the 
question is how many will be actual ones? 
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gave up using it some years back 
when he lost all desire to keep track 


of time. 


© © 


HILE the Meyers Jewelry Store 
in Vallejo, Calif., was building 
its new store recently, it advertised 
its construction by issuing Lifetime 
Appointments of membership in the 
“International Association of Amal- 
gamated Sidewalk Superintendents. ” 
The blue, official-looking docu- 
ment authorized the bearer to super- 
vise the construction of the new store 
and make it “into one of the most 
beautiful jewelry stores on the West 
Coast.” The candidate had to prom- 
ise to give “diligent attendance and 
scrupulous obeeevetion of the con- 
struction procedures utilized.” 
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OBBY of the month: Boring 

human hair. A chap in Mil- 
waukee, Wis., really does drill holes 
in human hair and to make it even 
better, he threads another hair 
through it. 

Howard P. Adam, 2449 S. 14th 
St., is a teacher at the watch and 
clock repairing classes of the Mil- 
waukee Vocational School. To dem- 


onstrate to his pupils the care and 
precision that is needed in watch re- 
pair work, he takes a drill point with 
cutting threads so fine they cannot be 
seen with the naked eye and drills a 
hole in a hair from his head. His 
first attempt took an hour, but now 
he can do it in less than a minute. 
Tiring of merely drilling holes in 
head hair, he now takes a hair from 
his wrist, which is finer than head 
hair, and threads it in the drilled 
hole. 


In addition to these functions. 
Adam goes in for miniatures in a 
big way. He had made hundreds of 
tiny sterling silver spoons. He even 
has automobiles so small you need a 
magnifying glass to see them clearly. 
One of his favorites is an airplane 
diminutive enough to fit on the head 
of a pin. 

Adam must have a wonderful shock 
of hair to keep a supply for his dem- 
onstrations. He also must have a way 
of growing more. That’s a secret we 
would like to know! 


> © 


NE of the greatest reasons we 
know of for taking a day off 
during these fine Autumn days was 
placed on a sign in front of H. W. 
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Young man, stop keeping track of the number of times I've changed my mind! 
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Pettigill’s jewelry store in Tilton, 


N. H., recently: 


fosed All Day 
(The foliage is beautiful) 


o © 
| sieges clock makers aren’t go- 


ing to give the U. S. any competi- 
tion at all if they persist in sending 
directions like this with their clocks: 

THe Way To HANDLE 
You must hang this clock to aver- 

age the sound when you oscillate a 
pendulum on both sides. And it is the 
right position of this clock. Push its 
lower side on the pillar after the de- 
termination of this position, and the 
back side is pined on, consequently it 
is fixed. Thereupon, you set right a 
clock and you must hang up the 
plump by drawing its left chain. On 
the occasion of connecting, you may 
turn a long hand freely on a back 
sides by finger. 

Tezukagauge & Co., Ltd., 

Setagaya, Tokyo 
(from The New Yorker) 


> © 


NMENTIONABLE? A British 

publication reports that a gold- 
plated, diamond studded girdle was 
sold in New York recently for 
$50,000. 


© © 
Y GARDNER’s Early Bird on 


Broadway column in the New 
York Herald Tribune gives us a nice 
sample of squelching: 


At a New~York restaurant, a catty 
socialite stared at a rather long string 
of pearls worn by a famous actress. 
“Are they real?” she asked. “Of 
course,’ the actress replied. Where- 
upon the snob fingered the necklace 
and commented: “There’s only one 
way to tell if they’re real—by biting 
them.” “I wouldn’t try it if I were 
you,” the actress retorted icily. “It’s 
unfair to test real pearls with false 
teeth.” 


© © 


AST month, we added a name to 
4 our list of woman watch re- 
pairers. We have two more—Mildred 
A. Fishback, who fixes timepieces at 
Ragland Clock and Instrument Com- 
pany in Tulsa, Okla., and Mrs. W. M. 
Rivers who does repair work at W. M. 
Rivers, Jewelers of Chesnee, S. C. 
That’s four confirmed to date. 
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Costume Jewelry 
Nets New Tempo 


for Store-Wide 
Traffic and Sales 


by GEORGE LOWEN 


Lively promotions spark this jewelry firm's bid for 
business. The promotional board of strategy is com- 
posed of Theodore Leben, left, Mrs. Leben, and his 
brother, Archie. Here the three discuss some sell- 
ing points to be used on some newly-arrived silver. 
















a the tremendous impact the 
addition of a single new department can have on sales is 
the experience of Leben’s Jewelry Co. in El Dorado, Kan- 
sas, where efforts to push costume jewelry set off a chain 
of promotions that have had a store-wide tonic effect on 
business. 

Seeking a new traffic item for their inventory about a 
year ago, Mr. and Mrs. Theodore I. Leben conducted a 
first-hand study of department store sales trends in various 
cities. Low-priced costume jewelry, they discovered, was 
selling amazingly well from coast to coast. Following this 
lead, they secured a well known branded line of this 
jewelry, and to give it prominence in the store, they de- 
signed an appropriate setting for it. 

A horseshoe-shaped island fixture, designated the “Cos- 
tume Bar,” is positioned in the center of the store where 
it presents an appealing display to traffic moving in two 
aisles. Featuring low-priced jewelry exclusively, the com- 
pactly-designed bar is built in a 5-section arrangement 
with a curved front and four showcases for displaying in- 
dividual pieces. Merchandise is displayed on a self-service, 
customer-select basis on top of the cases. Underneath are 
fifty-four drawers for reserve stock. 

The “Costume Bar” is the crowning eye-appeal point of 
the modern, 20-70-foot, 2-story layout. A standout feature 
is the lighting system with continuous rows of fluorescent 
fixtures augmented by twin countersunk floodlights in in- 
dividual showcases. 
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“The floor traffic generated by the Costume Bar,” said 
Mr. Leben, “is primarily responsible for the continuous 
growth of sales in all other areas. The bar helps expel 
the age-old idea that it is an expensive proposition to 
shop for gifts in a jewelry store.” 

Although the Bar met with spirited acclaim from 
matronly ladies, sales to the young crowd weren’t im- 
pressive, which led the owners to believe they were getting 
out of touch with teen-agers and prompted a decision to 
launch a public relations program among young people. 

“High school girls, we found out, attend fashion shows 
religiously,” the jeweler asserted, “and our first maneuver 
was to keep alerted for opportunities to tie in costume 
jewelry with fashion promotions staged by local mer- 
chants. 

“We make a zealous effort to get jewelry displayed on 
suits, coats and dresses modeled at shows, to demonstrate 
to fashion-conscious women and girls that costume jewelry 
is as important in ‘accessorizing’ a costume as new head- 
gear, shoes, etc.” 

Teen-age response to the fashion show idea was so en- 
couraging, other promotions aimed at this market were 
put into action. Realizing the average boy and girl is con- 
test-minded, the firm now stages a lively contest of some 
kind every year for high school graduates. 

A good example was the Bulova name dial clock con- 
test used this year, in which a large dial was mounted on 

(Please turn to page 110) 
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Leben's horseshoe-shaped Costume Bar 
is given front-line prominence in the 
neatly laid-out store. Traffic gene- 
rated by this facility has had store- 
wide impact on business in general in 
addition to sales of costume jewelry, 
which is given accent in advertising 
and tie-in with local fashion shows. 
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Traffic items—costume jewelry, fountain pens and 
pencils, etc., are given prominence in store windows. 
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Theodore Leben awards a watch to winner of contest sponsored by the 
firm in which high school graduates were asked to guess when an 8- 
day clock would stop. Such contests have added zest to store program. 


73 








Peanls entwtning natural 
Lf; o 
tnd low deco 


Slenden pared 


ony oe 


ay 


cl eq at m design. 














ee ed 


TRE EY Ewe 


+ ret 


+ ape 


ae bib STIS Ee EE Sets 

















Fashion (ives Tips on Clearance 





“hn i she 
ING out the old, ring in the new,—” Is 
a line from a familiar seasonal poem and a timely re- 
minder to jewelers to take stock of incoming-outgoing 
jewelry fashions! 

Every jeweler is challenged at the close of the Christ- 
mas buying rush with the problem of what merchandise 
to single out for quick clearance and what can safely 
be held over as “money-in-the-bank,” inventory. Fashion 
trends can be of tremendous service in solving this prob- 
lem for they indicate items that are waning in popularity 
and those which will grow in demand during the months 
that lie ahead. 

Certain jewelry styles which are part of the present 
fashion picture are now passing the peak of their pop- 
ularity and are perhaps on the way out. Our December 
fashion objective is to focus atttention upon this outward 
bound jewelry so our readers will have a minimum of 
outmoded styles choking 1951 profits. There is a time 
lag, of course, between the time when reversing trends 
are evident in the style centers and when they are felt 
in every city and town across the country, but once 
aware of the changing pattern each jeweler can interpret 
it advantageously to his own community and purpose. 


EARRINGS AND HAIR STYLES 


It is important to know, for instance, that earrings are 
swinging away from heavy chandelier designs in favor 
of long, slender pendants that drop longer as day hours 
grow into night. Large button earrings are enjoying 
a revival of interest and a new style, taking an upward 
curve, is an earring in which the line climbs upward to 
cover almost half the ear. 

Changing hair styles are, of course, responsible for 
these new earring trends and since hair could be cropped 
no shorter, it is consequently on the way down again. 
Hair is being worn from one to two inches longer than 
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What’s in the wind for fashion in 1951? The right answer to this 
question is important to the jeweler in clearing his stock of items 
that are waning in popularity in order to make way for those that 


will find ready customer demand during the months that lie ahead. 


by WINIFRED PARKER 
(Illustrations by Dorothy Burke) 





FASHION BRIEFS 


Passing Trends 
chandelier earrings massive bracelets 


heavy geometric 
designs 


For men 


wide tie bars 


long long necklaces “holdlook” designs 


Coming Trends 


large button type For men 


i . 
earrings slender tie bars 


graceful gossamer 
jewelry ensembles with 


designs emphasis on elegance 


trend toward white met- 
: als — sterling, white 
flexible bracelets gold, platinum, pal- 
tiaras ladium 


lavaliere necklaces 











the short cut of the past season and styles are more 
formal and decidedly more feminine. A fascinating “top- 
knot” called a chignon is playing a star role in hair 
fashions and gives versatility to the length when placed 
at the forehead, nape of the neck, or in bustle-back posi- 
tion. A chignon is a knot formed by twisting and pin- 
ning up the ends of long hair and, whether this hair is 
srown on the head or added for effect, chignons are 
best held in place by jeweled combs, decorative bar- 
rettes or dramatic hair pins. 

Guillaume of Paris who is responsible for the present 
chignon-style, stresses neatness as the most important 
feature of current hair-do’s. For daytime he likes the 
short neat look; for night, the long neat look; for he 

(Please turn to page 114) 
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Individualized Advertising 


Sets Pattern for Florida Store’s Success 


—_— a thirty year dream of W. G. 
Ferrell to give Jacksonville the finest jewelry store in the 
south, the Ferrell Jewelry Company formally opened it’s 
new store at 228 Main street, at four o'clock on Wednes- 
day, September 6, 1950. During the opening ceremony, 
Mayor Haydon Burns, assisted by Mr. and Mrs. Ferrell, 
cut a white ribbon which stretched across the corner en- 
trance. 

Immediately following the ribbon cutting, thousands of 
Jacksonville citizens, who had been waiting outside in a 
downpour of rain since two’ o'clock, inspected the interior 
of the new store. Wet feet, dripping umbrellas and rain- 
coats could do no real damage to the beautiful and dur- 
able asphalt tile floors that are used throughout the store. 

The new Ferrell Jewelry store was made possible as a 
result of a sales promotion idea put into action by W. G. 
Ferrell early in 1947. He decided to expand the Jackson- 
ville store’s business volume by lowering the down-pay- 
ments required to purchase any item. The increase in the 


716 


business was so great that the new dream store became a 
reality. Often sales are advertised in local papers carry- 
ing eye-catching slogans. 

In 1924 when W. G. Ferrell first decided to use news- 
paper advertising to tell people about his store and stock 
of jewelry gifts, it was somewhat of a venture. However, 


- the experiment proved successful and the jeweler soon 


found that his business prospered and grew in proportion 
to the advertising. More and more people discovered that 
Ferrell’s advertising could be relied upon as a guide to the 
best buys in the local jewelry market. 

Spending a large sum each year for advertising, Ferrell 
believes in individual advertising which will not be dupli- 
cates of those published by other stores, or patterned after 
stores in the area. 

As a result, in a retail field noted for newspaper ad- 
vertising, Ferrell’s ads have been sharply limelighted and 
have caused much comment. Numerous requests have 

(Please turn to page 118) 
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New home of Ferrell Jewelry Company in Jack- 





sonville, Fla., is culmination of successful credit 


selling program of W. G. Ferrell, combined with 


a consistent and original newspaper ad campaign. 


by FLORENCE L. HUNTER 
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Top: Modern sit-down silver flatware show- 
cases are attractive and popular feature of 
the new Ferrell store. "It's much easier to 
sell a comfortable customer,” says Miss Betty 
Ashmead, head of Ferrell's silver department. 
















Above: An attractive feature of the new gift 
department is the Bride's Room. Merchandise 
is displayed on open cabinets, tables and in 
recessed wall shelves with all items readily 
accessible to shoppers. This department was 
designed and is supervised by Mrs. Ferrell. 
















Left: Entrance foyer to the Gift Shop. Cus- 
tomer receives package at window of wrap- 
ping department. Other customers lounge 
comfortably while their gifts are wrapped. 










A Community Jeweler Makes His Mark 


with China and (lass 


Separate, distinctive quarters for the sale of china and glass pay off in 


store traflic and ready sales, even in a smaller community, Stanley Jewelry, 


Emporia, Kansas, found out in capitalizing on the demand for these lines. 


ll matronly lady was unfolding a problem 
that wasn’t unfamiliar to B. B. Stanley, jeweler in Em- 
poria, Kansas. Her imprudent offspring had broken 
another cup from her choice set of Bavarian china. The 
china store from which she formerly bought matching 
replacements had gone out of business. There was no 
other source of supply in town. 

That was six months ago. Today, the Stanley Jewelry 
is headquarters for buyers of Bavarian pieces and other 
china and crystalware. Set up at a total expenditure of 
only $500, the new glass and china shop is assuming im- 
portant proportions in the overall sales volume of the 
store. 

“It was an opportunity we couldn’t afford to miss,” 
said Stanley. “Providing separate, distinctive quarters 
for displaying merchandise and ironing out china, silver 
and glass shopping problems, pay off in store traffic and 
subsequent sales even in a smaller community we have 
found out.” 

“Buyers find it intriguing to shop in the new depart- 
ment,” he continued. “The good will harvested from 
owners of imported china alone, who are overjoyed to 
find they can make additions and replacements to their 
sets from our stock, was worth the small outlay required 
to install the new department. 

“The conversion of a stockroom into a china and glass 
shop stepped up wedding and gift volume. Because it is 
located at the rear, the traffic is exposed to all other 
sales areas, and the end result has been to boost our 
total volume considerably.” 

Merchandise is glamorized in the 35-foot china and 
glass annex, a setting of glass shelving, a 3x6-foot 
mirror to give the room depth, linoleum tile flooring, 
light pastel blue walls, off-white ceiling, and five glass- 
enclosed neon lighting units. 

Set up under the glass shelves are tables showing 
matching silverware, china and glassware patterns. Gaily- 
colored cloths cover the tables so customers may note 
how color can be employed in adding eye-appeal to a 
household setting. 

The increase in size of the average family is a factor in 
mounting glass and china sales at Stanley’s. Not only 
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by GRIER LOWRY 


are people buying cups, saucers and plates to replace 
broken items, but they are building up sets of 12’s to 
accommodate additions to the family. 

A substantial selection of merchandise is just as im- 
portant in establishing a lively traffic in this department 
—even in a smaller community—as it is in a city. Al- 
though the new shop was launched with only three 
glass patterns and no china, the jeweler has built up the 
inventory until it now includes eighteen glassware pat- 
terns, fifteen china patterns and six pottery patterns, 
plus an offering of sundry dishes and milk glasses. 

At least six Bavarian patterns are kept on display con- 
stantly in open stock. Dishware, which is ordered by the 
barrels, runs, price-wise, from $7.95 to $13.50 for a 5- 
piece setting. The crystal ranges from 75¢ to $2.50 a 
stem. 

In selecting china for his stock, Mr. Stanley wisely 
duplicated patterns carried by the former china store 
since the owner of that establishment had already cre- 
ated a demand for those patterns. 





One window of the Stanley store is regularly devoted to the display 
of china, glass and silverware; the other to regular jewelry lines. 
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The conversion of a stockroom into a handsome 
china and glass setting at Stanley Jewelry, as 
shown above, was achieved at a total expense 
of only $500. At right, B. B. Stanley, owner, 
showing piece of stemware to a customer, says, 
“Our new china and glass room is a good example 
of a large return from only a nominal outlay." 


The Emporia jeweler now has a pretty good idea of 
the pattern preferences of his customers. They like plates 
embroidered with floral designs around the edges and 
flowers in the center, plain white china combined with 
gold edges, or plain ivory with gold edges. 

“The older women buy plain white china rimmed with 
gold, while the young housewives select gay, brilliant, 
flowered patterns,” he said. 

A major portion of the population of Emporia (16,- 
000) is made up of retired landowners, salesmen, college 
professors. etc., who are partial to labels. Many years 
of merchandising in the area has taught the jeweler that 
recognition of product names creates confidence in the 
store and breaks down sales resistance at the retail 
counter. Taking cognizance of this community trait, the 
jeweler took painstaking care to see that the glass and 
china layout was a repository of nationally-known mer- 
chandise—Bavarian, Syracuse, Royal Doulton, Red Wing 
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and Blair, Heisey, Tiffin and Old Morgantown, Pope 
Gossar and others. 

“In buying for this department, we give serious con- 
sideration to the recommendations of salespeople,” said 
Mr. Stanley. ‘“Consciously, or not, sales personnel have 
a tendency to push patterns they prefer themselves. We 
make copious notes of their suggestions in choosing new 
items for the shop before setting off on a buying tour.” 

The new department has had such a helpful effect on 
wedding and gift business that the store owner found it 
necessary to set up a new file reflecting glass, china and 
silver purchases. 

“We initiated a cross file system on wedding selections, 
in which we file a young lady under her unmarried name 
first and then under her married name after the wedding, ” 
the jeweler explained. “The card indicates birthdays of 
husbands and wives, anniversary dates, number of pat- 

(Please turn to page 117) 
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Items to warm guests’ hearts create an atmosphere of welcome in your New Year's window. 





HOSPITALITY’ ACCENT 


Sets the Theme for New Year’s Windows 


W ore meshed tissue paper bells ring in a 
éales message for the New Year in this “Hospitality” win- 
dow. The bells which come folded flat are suspended 
from the window ceiling with lengths of ribbon and a 
festive bow. The merchandise is arranged on several 
large elevations and should include a good assortment of 
your best-looking hospitality merchandise. If you have 
a handsome punch bowl, that should occupy the center 
of the stage with a good showing of such items as cock- 
tail shakers, decanters, casseroles, coffee and tea sets, 
glass stemware, sandwich plates, compotes and candy 
dishes. A selection of flatware items should also be in- 
cluded. The copy message, “Ring in the New Year 
beautifully with these lovely table appointments,” is hand- 
lettered on a copy ribbon attached to the window back- 
ground. Sprays of pine or fir are arranged around the 
punch bowl. 

The bells may be ordered from the Garrison-Wagner 
Company in St. Louis, or you may be able to purchase 
them locally from a Dennison goods dealer. They come 
in various sizes. The sketch indicates one of the thirteen- 
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by VIRGINIA DIXON 


inch size and six of the eight-inch size. You will need 

about six yards of inch and a half wide ribbon for bows 

and hanging. More, of course, if your windows are high. 

If you do not have elevations of suitable size, you may 

be able to use heavy cardboard cartons covered with 

fabric or fancy paper. If the covering is done neatly, 
(Please turn to page 116) 





THE NEW YEAR’S WINDOW 
Materials needed to assemble this display 


Material 


Meshed tissue paper bells 
white 1—13” 
6 8” 


Source 
Garrison-Wagner Company 


2018 Washington Ave. 
St. Louis 3, Mo. 
or: 

local Dennison dealer 
Ribbon—6 yds. 1%” wide Department Store 

satin or grosgrain 
Pine sprays 
Copy ribbon 


Florist 
Show card writer 
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Sie es UE Oe Read 


Program Your Window Promotions 


In order to get the most from your window promotions, a display calendar 


will help you in allocating your budget money. Here is one way that it 


can be accomplished which will save you money and produce better results. 


= any discussion of window display 


problems in the jewelry store can be productive, one point 
must be emphasized and that is the fact that the jewelry 
window deserves a BUDGET of its own. Window display 
—even in department stores where generous amounts are 
spent—is the least expensive form of advertising . . . 
much, much less costly than any form of newspaper or 
direct mail publicity. But the display window should not 
be expected to produce results without some regular ex- 
penditure being made on it. The amount must vary 
greatly from store to store. but whatever it is, it should 
be a stipulated and accepted figure on the store’s yearly 
budget. In far too many jewelry stores, the windows 
are treated as unfortunate step-daughters who may oc- 
casionally be treated to a grudging hand-out at Christmas, 


A SUGGESTED GUIDE... 













FOR DECEMBER, 1950 


by VIRGINIA DIXON 


Easter or for an anniversary sale, but are not worthy 
of a regular allowance. Window space is far too valuable 
as a sales producing area to be so treated. Even in those 
stores where it is accepted that window sales will not re- 
sult without the expenditure of both money and effort, 
there is rarely a systematic allowance made. 

Most department and specialty stores have worked out 
a system of allocating their advertising and display ex- 
penses as a percentage of yearly sales. The only disad- 
vantage to this system is that when business is poor and 
promotion is most important, the budget is automatically 
curtailed. Such a system can serve as a gauge, however, 

(Please turn to page 122) 


Jewelers will have 
to write in their 
own program of dis- 
plays to fit their 
needs. By keeping 
an inventory of ma- 
terials on hand, it 
makes the schedule 
easy to stick to. 
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Pen Sales 
Know No Seasons 


With planned promotion, they can be so!d in 


JEWELERS 











profitable vo:ume any time during the year. 





Ox: of the most common items that make 
up the part and parcel of the average person’s every-day 
life is a fountain pen. It may be that it’s because pens 
are such a familiar and commonplace item that jewelers 
in general feel that they do not have to devote to this 
line the merchandising and promotive effort that might 
be better used in some of their other lines. Also, it is a 
time-honored belief that volume sales in fountain pens 
were limited to only three seasons—Christmas, gradua- 
tion and school opening. 

William H. Horwitz, owner of Crescent Jewelry, Tuc- 
son, Ariz., believed that volume sales in quality pens and 
pencils were not limited to the three-occasion periods in 
a jewelry store and that they could be sold in profitable 
volume in a so-called off-season period if some intelligent 
planning and promoting were done. 

To test his theory, Horwitz chose a not too favorable 
period, the time between school opening and Christmas 
for his campaign. Before going ahead with the details 
of his promotion, the jeweler called upon one of the 
leading pen manufacturers for help. They in turn as- 
signed a representative of the company to aid him. After 
considerable study of the possibilities by the store owner 
and the manufacturer’s representative, it was decided to 

(Please turn to page 124) 
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A night shot of the Crescent store in 
Tuscon, Ariz., reveals the up-to-date 
exterior. During the week of Oct. 23 
to 29, this store devoted five of its 
six windows to fine pens and pencils. 


The writing instrument counter at the 
Crescent store is geared to year-round 
promotion. The store believes that in- 
telligence and planning is responsible 
for its sales success with quality pens 
and pencils during off-season periods. 








Just how profitable is the writing instru- 
ment business? According to the last business 
census figures on the pen industry (1947) it 
is a quarter of a billion dollar market. What 
percentage of this volume does the average 
jeweler do in his store? In most instances the 
figure is a small one. 


Any manufacturer of pens will readily ad- 
mit that the natural outlet for their quality 
line of pens is the jewelry store. The jeweler’s 
is a gift business and it is in this category 
that the greater part of the pens in the $10 
to $15 price range are bought. 


What's the story then? Could it be that 
the jeweler could do a better promotion and 
merchandising job on this part of his busi- 
ness? If he did, could he produce results that 
would be worth his expenditure of effort and 
money? William H. Horwitz, owner of the 
Crescent Jewelry Store in Tucson, Arizona, 
thought the answers might be “yes.” Their 
experience as told in this article deserves the 
study of other jewelers not now pushing this 


jewelry store natural—better pens and pencils. 
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Stock and display 
these best selling 
lighter necessities: 


Ronson Servicer—50c 


Contains Ronsonol Fuel, 5 extra 
length Ronson Redskin ‘Flints’, 
wick and inserter, cleaning brush, 
instruction book. 


Ronsonol Lighter 
Fuel—25c 


Outsells all other i} 
brands combined! Gives #¥ 
you more dollar profit! *% 


Ronson Plastikit 
—25¢ 


Compact kit contains 5 

: extra length Ronson 
Redskin ‘ ts’, wick 
and inserter, 

cleaning brush. 


Ronson “‘Five- 
Flinter’’— 15c 


Handy pack 
contains 5 extra 
length Ronson 
Redskin ‘Flints’. 





Compact, convenient 
Ronson Necessities 
Display Cabinet (A-2) 


Holds 12 cans Ronsonol Lighter Fuel, 
24 Ronson “‘Five-Flinters 

12 Ronson Plastikits. Ask your 
distributor how you can get 

this sales-making fixture. 
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Diamonds Draw Crowds! 


The “Shah of Persia” diamond proved one of the 


best drawing cards for the Louis Esser Co., whose 


yearly exhibits really bring in new accounts. 


- 

-_ advantage of the public’s love of 
viewing an exhibit, Louis Esser, the President of the 
Louis Esser Company, 315 East Wisconsin Avenue, in 
downtown Milwaukee, Wisconsin, and his son, Robert S. 
Esser, who is the Vice-President and Treasurer of this 
firm, arranged a week-long showing of a fabulous gem 
and then played host to a steady stream of interested 
Milwaukeeans as they came into the store to inspect this 
$500,000 Shah of Persia Diamond. 

Discussing how he came to plan this publicity promo- 
tion which brought so many hundreds of people into their 
store, Robert says, “It has always been our policy to have 
at least one outstanding exhibit every year. For instance, 
last year we showed a collection of colored diamonds. 
The unusual thing about that display was the fact that 
every one of those stones had been sold to customers of 
ours, and for this showing we borrowed back the stones. 
So this year when I had the chance to put this huge, 100 
carat stone on display, I jumped at the chance. To give 
it the proper setting, we put it into our large hand-carved 
display case with the ebony and ivory inlay—the case 
that just seems to shout ‘Quality!’—and also dramatized 

(Please turn to page 126) 
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Cover of the booklet 
distributed at show. 











Yoo are Corttiatiy lavteed to Ateend 


the Extibivien of 
"The Shah, of Persia” Diamond. - 
Aserka's Most Fabulene Gass - 
108 Carats bes 
This gem 's repsted te have teen owned ty the Shab Jehan, butdeeetite > 
heeuttls Tay Mabel ond owne of the Kohiter~Chelt end Ragen’ din. 
erands. This rewarkable gem iy valued ot FOOD 800! 


‘ 
PY ab. Seb PSS wr SeMeer RE sat besten Sea eee OEE 
CESS S? PQ Sirs ig areey OT ether pretouy 


tepeciely sollecter tay the ecteren, 





Pian ty Attend This Exhibition This Week 
Marck srk to 85th 
10:00 &. M40 400 PM 


, 
JEWELERS ANG SiLVEReMITHE 
315 East Wiscontin Ave. 











The newspaper ad which the store 
ran in the Milwaukee Journal for 
five days just before the exhibit. 
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| This diamond movie is yours free 
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TALK ABOUT DIAMONDS... and your diamond 
selections. The assembled audience gives 
you a wonderful opportunity to talk to 
potential new customers. 


SHOW "THE ETERNAL GEM"... before club 
groups, schools and trade associations. 


“The Eternal Gem” is a fast-moving profes- 
sional production, just 10 minutes in length. 
It gives the history of diamonds, the story of 
famous stones, and facts about diamond-cut- 
ting operations. For details on how you may 
acquire “The Eternal Gem” for your own use, 
write to Association Films, 347 Madison Ave., 
New York 17, N. Y. 


plus Three National Advertising Campaigns: 1. The 
Engagement Diamond Tradition—in Life and Look maga- 
zines. 2. Later-in-life Diamonds—in The Saturday Evening 
Post. 3. Diamonds As Gems of Fashion — in Vogue and 
Harper's Bazaar. 





Publicity in newspapers, magazines, on the radio and 
television. 


Lectures throughout the country. 





E Diamond Sales Manual .. . Helpful FREE booklet, 
i “More Dollars from Diamonds.” Order from Diamond 
INVITE PEOPLE INTO YOUR STORE... by an- Promotion Department, The Reuben H. Donnelley Corp., 
swering questions, and distributing diamond 305 E. 45th Street, New York 17, N. Y. 
literature you can make new friends for 
your store. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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SWIRSHY & EHRLICH gy 


LOS ANGELES 13, CALIF. 
MUtual 3720 - VAndike 3809 


A good month to et acquainted 
with Swirsky & Ehrlich, America’s 
fastest growing Diamond house. 


The right source of supply can help 


you to merchandise more Diamonds 


every month in the year! 


Your inquiry is cordially mvited. 


LOOSE DIAMONDS EXCLUSIVELY 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-779) 


DALLAS 1, TEXAS 
1802 Main Street 
Prospect 7-104] 


ANTWERP, BELGIUM 
62, Rue du Pelican 
296.29 
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A view of the portable window from the exterior showing owner arranging if 


Ideas And Ingenuity Are Needed 
To Establish Store in a New Community 


Coronet Jewelers opened for business in one of those suburban shopping 


centers which have been springing up around the country. Here’s how this 


jeweler planned his campaign for customer confidence and patronage. 


: of crawling in and around the display 
windows of jewelry shops for some years, the owner of 
Coronet Jewelers, when he went into business for himself 
nearly a year ago, determined to do something about 
this nuisance. So he had a cabinet-maker build a 
portable display window according to his specifications. 
Constructed of limed oak, this smooth cabinet display 
case provides a neutral background for the flashing 
beauty of a jeweler’s display. 

The portable window has the advantage that it may 
be rolled into the center of the shop, arranged from the 
front as the customer views it, and rolled into its proper 
position with a slight push. 

This is only one of the many new ideas which Marvin 


88 





H. Spiegleman, the owner of Coronet Jewelers, has work- 
ed out to meet a set of unusual circumstances which are 
being duplicated elsewhere at the present time in vari- 
ous parts of the United States. The shop is located in a 
shopping center of a new community of 10,000 people, 
which has mushroomed up suddenly from recently clear- 
ed land on the border of Philadelphia. To build trade 
in such a neighborhood where neighbors scarcely know 
one another, ordinary methods that work in well estab- 
lished communities, where the taste and the size of the 
pocket book are known, are of little value here. This 
shopping center is built in the shape of a horseshoe and 
the shops—only one of a kind—each pull some business 
to the other. This goes for the huge self-service food 
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At Christmas, more than any other time 
of the year, Service is important to 
make the most of your diamond busi- 
ness. That’s why Kimberley gives you 
the overnight memo service—service at 
its best. You merely choose from the 
large selection of Kimberley Diamonds 
—all beautiful and priced right—and ae 
your choice will be delivered overnight. Se 
o have the diamonds you need at the 


time you need them most, uy 
Kimberley! 


GOODS SENT _. 
ON MEMORANDUM 


WRITE TODAY FOR PRICE LIST 
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by MARY ZOOK 





The interior of Coronet 
jewelers showing display 
cases and the excellent 
lighting arrangement de- 
signed for best results 
in showing merchandise. 








store, as well as the movie theater, the bank annex, the but the main purpose is to build confidence in his store's 
drug and various other stores. name. 

Coronet Jewelers, the jewelry store in this group, set A gem identification contest was advertised in the local 
out first to build confidence in its hitherto unknown paper. No purchase was required. All that was needed 
name, which is essential in this business. Marvin Spiegle- was for the contestant to look at six gem stones inside the 
man does not expect to accomplish this in a day or even store and name them. After a two and a half week run, | 
a year, but he is started and well on his way. the contest was closed. The winner, the wife of a local | 

Here are some of the methods he used that are paying physician, received a lady’s watch as a prize and this | 
off. Advertising in the local paper, he found, was of was thoroughly publicized about the neighborhood by 
little use, but he has advertised in House Beautiful since both the winner and the contestants. 


he discovered that his wealthier nearby potential cus- Another campaign was run which consisted of a print- | 
tomers read this magazine and are impressed because ed offer in the window on the part of the store to identify | 
the name Coronet Jewelers appears there. There is some stones in old jewelry. Among the pieces presented for | 
response to this advertising in the way of mail orders, (Plame ae tone 
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Show cases and watch repair 
section and modern well ar- 
ranged counters of this up- 
to-date community jeweler. 
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Don’t Pass Up the Tourists! 


Vacationists are a year-round source of income for the jeweler located 


in a tourist town but you have to know how to get them into your store. 


This New Orleans store owner reveals how he built up his tourist trade. 


I, you live in a community where there is a 
good-sized tourist traffic (and this description covers a 
great percentage of the towns in the U. S. where tourists 
travel through, even if they don’t travel to the town as 
their end destination) you’re missing a good bet if you 
don’t go after the tourist’s business. 

Jewelers sell many things the tourist wants or needs. 
Particularly, they have many items typical of their cities 
or their regions that, if properly promoted, make excellent 
souvenirs and can sell like the proverbial hot cakes. 

Leo Miller. one of New Orleans’ old. established 
jewelry stores, chose a location that is ideal for catering 
to the tourist trade. Leo Miller, Sr.. owner of the store 
that bears his name, has worked out a tourist selling 
policy that has brought thousands of highly profitable 
sales into his store. 

There is a definite system behind Miller’s success in 


By DAVID MARKSTEIN 


This window of the Miller 
store looks into the lobby 
of the Roosevelt Hotel, an 
enviable spot for building 
ca profitable tourist trade. 


prompting tourist volume. It calls for two steps. “ ‘First 
Miller says, “you need a location that’s a natural for: 
tourist traffic, one where there is a steady, day in, day 
out flow of tourists past your store. You can’t count upon” 
them coming to you. You need to be in a place where they 
will naturally pass by your door every day. 

“Second, you need ‘stoppers’ to halt that flow of touriall 
traffic, make them want to go into your store rather 
than past it, and make them want to buy.” 

The Miller store has what is truly a “natural” for the 
tourist traffic. It is located right next to the main ep” 
trance of the largest hotel in New Orleans, the Roosevelt, | 
and a door opens between the lobby of the hotel and the™ 
store. In addition, there are windows opening on the | 
Roosevelt’s lobby. 

For stoppers, Miller dresses these windows with sure: | 

(Please turn to page 129) 
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The integrity of the House of Harry Winston 


jig elt.) confidence ... 


. confidence that your requirements will be met 
fora continuous source of evenly eraded diamonds 
of an exact color. quality and size... from the 


smallest melee to the largest sizes... 


. confidence that our large volume and rigid 
manufacturing controls will give vou prices that 


challenge the industry ! 


. confidence . . . and prestige, too... for we 
acquire the most fabulous and highly publicized 


of the world’s diamonds... 
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Ys Sketched is the uncut 
i Jonker diamond as it 
was prepared to yield 

the twelve beautiful 

diamonds in the photo- 
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Dream Store 


Becomes 


A Reality 


by GEORGE E. TOLES 


Left: Here is how they stood in line to visit th — 
new store on opening day. More than 15,000 people 
attended the ceremonies. Below: Gamler's diamond 
section is more than triple the size of its prede. 
cessor. Back wall cases here feature silverware. 


Five years ago, Harry Gamler of Buffalo, N. Y., purchased the property 


adjoining his store and began planning for an expansion and remodeling 


program. His dream came true recently with 15,000 visiting his new store. 


Fu: years ago Harry Gamler purchased 
property adjoining his jewelry store at the corner of 
Main and Genesee Streets, heart of downtown Buffalo, and 
began studying plans for an expansion and remodeling 
program. 

His five-year dream became a reality recently when 
more than 15,000 Buffalonians visited the new store on 
opening day. Trade observers describe it as one of the 
finest and most modern jewelry stores in the country 
today. 

Harry Gamler and his son, Herbert, also associated in 
the business, traveled the country from coast to coast 
during that five-year period, seeking the best ideas in 
jewelry store layout and planning. They visited 30 cities, 
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as far distant as Seattle, and incorporated into one plan 
the outstanding features of each store studied. 

Gamler put over $100,000 into his expansion and re-— 
modeling program and has tripled his floor space. Old = 
departments have been expanded and new ones added. 7 
An outstanding feature is the new silverware department © 
which occupies its own special section in the new store. ” 

Three more cases have been added in the diamond 
department and five more cases in the watch department. 
The costume jewelry department is three times its former 
size and a new section devoted to men’s jewelry has 
been added. 

The entire interior of the store is finished in American 
walnut paneling, hand rubbed. Lighting is a combination 
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INTERNATIONAL GEM & PEARL COMPANY buyer has just 
returned from an extensive buying tour of the Orient with the 


largest and finest stock of CULTURED PEARLS 


available. 


AMAZING CULTURED PEARL VALUES 


- 


Beautiful loose cultured PEARLS ranging from 2/2 
mm to 11 mm sizes priced from 15¢ up. Semi- 
drilled and undrilled PEARLS as desired. Captivating 
Necklaces ranging from 4 dollars to 2 thousand 


dollars per necklace. 


IGP @ Offers GUARANTEED Values. 
IGP @ Necklaces are strung with a double silk thread .. . READY FOR A CLASP. 


IGP e Necklaces carefully matched with smooth round cultured PEARLS .. . also fine 
selection in BAROQUE’S, WHITE, ROSE, GOLD, and NATURAL GREY. 


IGP @ Suppliers for IMPORTERS, WHOLESALERS and LARGE USERS. 
IGP @ Suggests, DON’T WAIT! WIRE YOUR ORDER NOW .. . TODAY. 


IGP @ FREE! .. . to our customers upon request, a beautifully hand-mounted framed 
OYSTER and PEARL counter display. Contains four genuine cultured PEARLS. 
Custom made for IGP. Display unit available within sixty days. 


INTERNATIONAL GEM & PEARL CO. 


ps ANGELES e@ Mr. Jacques Masson, 220 West 5th St., L. A. 13, Calif. MA 1518 NEW YORK e@ Mr. Herbert L. Oberman, 48 West 48th 
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of fluorescent and incandescent spot. The ceiling is fire- 
proof and acoustical. An outstanding feature of the 
planning is that mirrors are used around the entire upper 
perimeter and pillars of the store, creating an illusion of 
a store three to four times the actual size. 

Forty-two wall cases and showcases also are made of 
American walnut which feature a solid bronze edge, pre- 
senting a pleasing appearance to the customer. It is 
significant that no nails have been used in any of the 
woodwork throughout the store. 

The store is air conditioned throughout and the heating 
plant also is coordinated with this system. The entire 
front of the store has been renovated and a new display 
window added. This will be devoted exclusively to silver- 
ware. 

Here is the layout of the remodeled store. Immediately 
at the right of the glass door efttrance is the watch de- 
partment, extending back to an elaborate staircase which 
leads to the second floor offices and repair department. 

To the left of the entrance, the first department is 
devoted to baby gift items and other gift jewelry. Adja- 





A view of the new silverware department from the rear 
of the store. Three tables are devoted to place settings. 
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Left: An interior view of the crowds inspecting the 
new store while the event is broadcast over the 
local radio station. Below: Peter J. Crotty, (left) 
president of the Common Council of Buffalo, cuts 
the ribbon held by Harry Gamler, store owner 
while Miss Joyce Klaus, Powers model, pins flower. 










cent to this is a counter given over to compacts and 
cigaret cases. Behind this counter is a wall case display 
of clocks. 

Extending along the major portion of the left hand 
wall is the diamond department. Wall cases behind the 
diamond counters are given over to silverware display. 

Spotted in the center of the store proper is an island 
department devoted to costume jewelry. In the center 
of the island is a long, narrow display case to spotlight 
featured items. Directly behind this costume jewelry sec- 
tion, at the rear of the store, is a special department 
devoted to men’s jewelry. 

The new silverware department is located at the left 
rear and has an air of privacy and exclusiveness. Here, 
customers may study silver patterns at three tables where 
all leading makes are displayed under glass. Wall cases 
in this department are devoted both to complete silver 
services and other silver items. 

The customer office is located at the rear of the silver 
section and has direct telephone and automatic delivery 
service to the general offices on the floor above. On a 
special mezzanine above the street floor office is located 
Gamler’s executive office. From this glass-enclosed point 
of vantage he can view the entire store at a glance. 

Vaults for jewelry and silverware are located on the 
street floor and in the basement, respectively. The base- 
ment has been entirely remodeled and provides area for 
a large stock room and display equipment. 

Another feature of the store is a special gift wrapping 
department located in its own niche on the street floor. 

(Please turn to page 123) 
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W1982 
109 dias. $1500 


for those who desire the finest. 
A magnificent collection of specially 
priced platinum and diamond watches 
with guaranteed jewelled movements. 
Available on consignment for 


your special requirements. 


Raymond Abrahams 
551 Fifth Avenue, New York 17, N.Y. VAnderbilt 6-0457 
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Cineinnati Jewelers’ 


Pays Extra Dividends 


Warr a large group of retail jewelers, op- 
erating all types of stores, can get together on a coopera- 
tive advertising campaign—that’s news. Especially so 
when the retailers are located in one of the leading and 
most sophisticated jewelry centers in the world. 

That has been the pleasing experience of the Greater 
Cincinnati Retail Jewelers Association, whose full-page 
advertisements in the rotogravure section of the Sunday 
Enquirer have not only caught the attention of prospec- 
tive jewelry buyers in the Greater Cincinnati area, but 
likewise have attracted nation-wide attention. 

For a number of years prior to the last World War, 
Cincinnati had a retail jewelers association, but, like so 
many similar. groups in every line of business, the Asso- 
ciation disintegrated under the pressure of the war ef- 
fort, and the numerous attendant factors that made or- 
ganization work difficult, if not impossible. 
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Cooperative Advertising 


Samples of the full-page 
ads run in the rotogra. 
vure section of the Sun. 
day Enquirer, which as- 
sisted the Organization 
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by EDGAR HANFORD 


Despite gloomy predictions of failure by many retail- 
ers, the Association was successfully revived in 1948, and 
one of its first objectives was the development of a pro- 
gram of cooperative effort that would benefit members 
and, in a broader sense, the retail jewelry business gen- 
erally throughout the Greater Cincinnati area. 

One phase of this cooperative effort was the decision 
to institute an advertising campaign that would combine 
the institutional and sales phases of advertising. This 
was truly an ambitious decision, because the views ex 
pressed at the discussion sessions were as divergent as 
the membership and store locations. 

However, the Association was fortunate in having 


its membership a former manufacturers’ salesman who § 


also has had many years’ experience in the advertising 
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: IMPORTERS AND CUTTERS OF | 
| | 
| 608 FIFTH AVENUE 
NEW YORK 20, N.Y. | 
Cutting Works: London 
| 64 West 48th Street 32/34 Holborn Viaduct 
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business. He is Carroll C. Seghers, who, since 1943, has 
operated a retail jewelry store at Fifth and Main Streets 
in downtown Cincinnati. 

He was appointed chairman of the Association’s ad- 
vertising committee, with other committee members be- 
ing Edward L. Spitznagel of George H. Newstedt and 
Co.; Jack Getz, Getz Jewelry Co.; Irving Engel, Dodd 
Jewelers; Mrs. Jane Kampf, Kampf Jewelry Co., and 
Carl J. Mouch of suburban Carthage, Ohio. 

Several ads were run sporadically by the Association 
in the three Cincinnati daily newspapers during the early 
months of 1948, during which period the advertising com- 
mittee held several meetings, at which the numerous ideas 
of the Association were appraised, and the final decision 
was reached to run a series of advertisements in the roto- 
gravure section of the Sunday Enquirer on appropriate 
dates, under a definite year-around schedule. It also 
was decided to run a somewhat smaller schedule in the 
Times-Star and Post, both afternoon dailies. 

The decision to place the bulk of the Association ad- 
vertising in the Sunday Enquirer was based on its circu- 
lation of more than 267,000, which blankets not only the 
city area, but also the desirable contiguous areas in the 
three states of Ohio, Kentucky and Indiana. It also was 
the belief of committee members that richer printing 
‘effects possible with rotogravure would add materially 
to the attractiveness and pulling power of the advertise- 
ments. 

In the meantime, the Association had adopted a multi- 
color membership emblem, decals of which were made 
available for display on the doors or windows of mem- 
bers’ stores and on their stationery. A cut of this emblem 
also has been featured prominently in all of the news- 
paper ads. 

The first advertisement under the fixed schedule ap- 
peared in the Enquirer roto section on Sunday, Sept. 11, 
1948. It featured the Association emblem as “A small 
think to look for—A Big Thing to Find.” The names 
and store addresses of the cooperating members were 
listed in alphabetical order in the lower half of the page 
ad, with cuts of appropriate jewelry items surrounding 
the copy in an artistic layout. 

Most of the succeeding ads have omitted the members’ 
names, but, instead, the copy and illustrations have con- 
centrated on a sales job for some specific phase of the 

(Please turn to page 158) 
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Left: Members of the Greater Cincin 
nati Retail Jewelers’ Associations 
advertising committee. From left t 
right, they are Irving W. Engel, E4. 
ward L. Spitznagel, Jane Kampf 
Louis Grassmuck (Pres.) Cop J 
Mouch, and Carroll C. Seghers, Bg. 
low: Two of the ads which this com. 
mittee designed for this joint effort. 
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NOW READY FOR. IMMEDIATE DELIVERY 


The World's Most Important 


Collection of Cultured Pearls 
known as LOT 88 


$1,000,000.00 worr 


NECKLACES 
CHOKERS 

BRACELETS 

DOG COLLARS 
RINGS 

EARRINGS 

PINS 

4000 Newspapers and Radio OTH ER ACC ESSORI ES 


Stations throughout the world 
received this electrifying 


. Such Rare Beauty, Such Superb Quality, Such Wondrous 
Jewels May Not Be Duplicated For Another 20 Years! 









ee ee 








y= sale of Lot 88 to the Imperial Pearl Syndicate is destined 

to go down in history as one of the most thrilling episodes since 3 

the Surrender of Japan. Thousands of beautifully matched necklaces _ bo 

and 3000 mommes of the finest loose Cultured Pearls, nurtured and grown q 

long before World War Il, hoarded and guarded by war-ravaged growers, 

and stored for safekeeping deep in the subterranean vaults of the 
Bank of Japan, were finally released by SCAP through the Closed 
Institute Liquidating Commission—and sold to the highest bidder! 











Telephone, Wire or Write nearest office for deliveries in time for Xmas 


CE gene 


Imperial Pearl Syndicate @ 


| WORLD'S LARGEST IMPORTER OF FINEST CULTURED PEARLS “Ss 


SS 


NEW YORK ... 607 Fifth Avenue—Plaza 5-6387 
CHICAGO . .. 5 No. Wabash Avenue—Dearborn 2-2844 





LOS ANGELES .. . 607 So. Hill Street—Tucker 6159 


We invite Jewelers and Jewelry Departments to adopt Imperial's 
prestige-building, sales-making, basic stock pearl department. 
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Only a knowledge of the breakeven point 
in jewelry store operations and the ex- 


penses that affect it, can permit more 


accurate planning in terms of profits. 


by BETTY LEE GOUGH 


Were does your store break even? What 
is the dollar sales figure below which you lose money? 
How much must you sell in order to realize a minimum 
profit objective which you have set? 

These are questions which are becoming increasingly 
insistent in their demand for answers. Big corporations 
have always made a point of charting their breakevén 
points, and using this information as a management 
guide. Today, with costs high, taxes high, and sales level- 
ing off, many jewelers find that they need the same in- 
formation. When their sales level off, they find that for 
every dollar which yearly sales have increased, costs may 
have increased as many as two dollars. The plain fact is 
that all businesses must take in more money simply in 
order to break even. 

Jewelers need to have a clear picture of the point where 
profits begin in order to make many management de- 
cisions. One jeweler, for example, may contemplate mov- 
ing to a new, bigger site. The increased rent will run 
about 5 per cent higher than previously. What will such 
an increase do to his profits? If his breakeven point was 
formerly 61 per cent of the year’s volume, a fixed expense 
increase of this size may push the breakeven point too 
high to afford a decent margin of business safety. 
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Where Do Your Profits Begin? 








BREAKEVEN POINT 





— —, 


FIXED COSTS. © 


DOLLAR SALES 





WEEKS OF YEAR 








This simple chart will help you make those all-important decisions. 


Only a knowledge of where the profits begin can help 
this jeweler to make his decision—that, plus a clear idea 
of how much the move might be expected to increase his 
sales for offsetting the increase in fixed cost. 

Finding what accountants call the breakeven point 
sounds like a fairly easy matter. But it is not. For the 
breakeven point is no fixed proposition; it slides. If your 
volume is $100,000, the breakeven point might stand at 
$70,000. If the sales go up to $120,000, the breakeven 
point might soar to $100,000. Or it might jump only to 
$80,000. It might even stay the same. 

Everything depends upon how much of your cost dollar 
is fixed, and how much varies with your volume of sales. 
Average, “industry” figures won’t give an accurate 
answer. There are too many ways in which one jewelry 
store’s operations differ from those of another jewelry 
store. Local conditions contribute their share, too, toward 
making it necessary to find the point at which the indi- 
vidual firm’s profits begin. 

First, what exactly is the breakeven point? 

The best definition is that the breakeven point is the 
point at which your business makes a profit. Below that 
point, it operates in the red. Above the breakeven point. 

(Please turn to page 130) 
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Capitalizing on Curiosity .. . 


This jeweler discovered a traflic-increasing means of publicity by 


having the window of his manufacturing department in his new store 


open on the street, so that people could see what’s going on inside. 














The window of the repair shop opens on the street so passers-by can watch. 


a the tradition of sidewalk super- 
intendents has not reached the point in the jewelry trade 
where bankers and vagrants alike comment with such 
remarks as “He oughta’ shorten the hairspring” or 
“Watch him set that diamond,” nearly everyone likes to 
see what makes things tick and Stevens & Son of Salem. 
Ore., have capitalized on people’s inquisitiveness to 
attract more customers to their store. By having the 
window of their manufacturing department open on the 
street, the curious can watch Stevens craftsmen working 
on all phases of jewelry production and repair. a very 
definite traffic-increasing means of publicity for their 
new store. 


However, other media have not been ignored and one 
of the most effective is radio, according to Sidney L. 
Stevens, proprietor of the two stores in the Salem area. 
“Our radio bill will run $600 a month. We have three 
daily programs of 15 minutes each. One of these is a 
children’s program, one a musical, and the other a mixed 
one. Approximately two minutes is given to commercials. 
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by W. B. STODDARD 


If you give a longer time to them people become bored 
and wont tune in. We get over the items to which we 
wish to call attention in a snappy manner, ‘short and 
sweet you might say, and they stick in the minds of 
listeners. In addition, we have 12 spot announcements 
daily, so no matter at what hour people tune in they are 
pretty apt to hear the Stevens name. A number of our 
spot announcements are merely time signals, given with 
the tag ‘Harvel watch time.’ Our suggestions are always 
timely. In May and in February comes graduation. At 
that time people are interested in watches, so we feature 
them. In June, September, and Christmas come the 
brides, who are interested in silver and in rings; in May, 
Mother’s Day, costume jewelry, china and crystal; and 
at Easter, costume jewelry, pearls, and silver. 

‘In newspaper advertising we have found it far more 
beneficial to run a good sized ad twice a week rather 
than a small one every day. It attracts more attention, 

(Please turn to page 121) 
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I, was our good fortune to be the successful bidders on the 


Mr. Adom & Georges Ipekdiian finest quality lots of cultured pearls offered at the inter- 
on October 27th, receiving the nationally publicized auction sale held in Tokyo, Japan, on 
October 9th. Fortunately these pearls arrived in good time 
for your Christmas business for distribution among our dealers. 


large shipment of cultured pearls 
from Japan. 


It will be to your advantage to see 
these cultured pearl necklaces which 
are prewar cultivated and are the 
finest quality to have come into our 
hands since the beginning of World 


or SLUTTY PR SRE EEE REESE a Pea 





War IT. 
The large assortment of sizes will also 
ea give you the really first opportunity 
1 | to buy what you need to precisely : 
i | meet the price ranges of your par- ; 
; | ticular market. 
; E Mr. Grunzweig, Mr. Adom & Georges 
1 | Ipekdjian examining the shipment of 
; | cultured pearls in their New York 
ei offices. 
| We have a dealer near you. Write or wire us for his name. 
a 


| IPEKDJIAN, INC. 


580 FIFTH AVENUE NEW YORK 19, N. Y. 





; a 
HONGKONG — TOKYO — MANILA — BANGKOK — BOMBAY — ANTWERP -- JOHANNESBURG 
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1. Classic Design 





3. Swiss Cuckoo Clock 





4. Butane Lighter 


5. Ladies’ Billfold CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[J] 1. A blending of classical and modern design gives a unique 
style to this women's watch. With 14K gold case and 18K 
gold markers, it has Lady Elgin 19-jewel movement with 
guaranteed DuraPower mainspring. It is priced at $119. 





[] 2. Ladies’ sterling silver cigarette case embellished with 
genuine sapphires or rubies set in 14K gold. This item is 
from Gutenstein Bros., 18 E. 53rd St., N. Y. C. and retails 
for $75. Matching compact is also available at $60 retail. 





[] 3. A carved case made in one piece houses the movement of 
this Swiss Cuckoo clock from Imperial Import of 846 South 
Broadway, Los Angeles. The large size, 14-in. by !0-in., re- 
tails at $42.50 Keystone. Smaller sizes from $9.95 Keystone. 


[] 4. Spark-Lite, butane gas lighter. Single cartridge inside 
case supplies fuel for months of use. This is the Deluxe 
table model in alligator grain leather with a gold-plated 
top, lever, and initial plaque. Item retails at $22.50. 


5. "Trend" by Rolfs, 330 Fifth Ave., New York City. This 
billfold has an outside coin purse with a divider that en- 
ables coins and bills to be removed in one easy motion. It 
eliminates having a heavy coin purse frame. Retails for $5. | 


6. Multicolor 
Rosary 


[] 6. Devo Multicolor Rosary with center medallion and cross 
of sterling silver. Each of the five decades is in a dit- 
ferent pastel color. F. Whitaker Co., Providence, R. |. 
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Thru ‘SPOT-A-SONG ! 


4, Produced in New 3. Thorough explana- 
York by the very best tion by experts to give 
radio spot specialists. you full grasp of the a7 
enormous power of @iiiay 
SPOT-A-SONG. ete 5 - Cl — 
2. Tested reac ee What would you give to know that every day of 
oY anata > eating Seeeee your local ae) every week you could have 20, or 30, or 40—or | 
) requirements. s/s: 100 people at your diamond counters? Well, all | 
KOS you have to do is give ‘SPOT-A-SONG’ a chance 
to go to work for you. Thoroughly thought out, 
tested in half the United States, ‘SPOT-A-SONQG’ | 
is the most dynamic idea in the entire history of | 
Ale ae. . the jewelry business. ‘SPOT-A-SONG?’ is sold on 
? YVR KRY : an exclusive basis in each city .. . first come, first 
BRR > REE iS served ... with a thorough explanation to make 
| ‘SPOT-A-SONGQ’ a real success in your store. 
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They re New 





2. Utility Watches 


3. Pearl Brooch 


4. Pistol Tie Clasp 


6. Traveling Jewel Cases 


7. Bracelet Watch 


1. Cigarette Accessories 


5. Men's Accessory Sets 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Group of five gold-plated cigarette accessories by the 
Napier Co., 389 Fifth Ave., N. Y. C. The finish is called © 
“Crushed Gold."" Prices range from $1.75 to $12 Keystone. : 


2. Key watch and money clip watch from Ollendorf Watch © 
Co., Inc., 20 W. 47th St., New York. Key and watch cases are 
in yellow rolled gold plate with brass shank for key stamp- 
ing. With seven-jewel watch, it retails at $29.75, F. T. |. 
Money clip is yellow gold filled with 17-jewel Gotham move- 
ment. It has two compartments, one for pocket funds, other 
for single bill. This retails for $52.75 including tax. 


3. A new item recently added to the line of Church and Co., 
manufacturing jewelers of Newark, N. J., is a 14K heart- 
shaped brooch set with whole cultured pearls. Gracefully 
designed, this new brooch is priced at $70 Keystone. 


4. Leather inset pistol grip tie clip from Anson Inc., of 
Providence, Rhode Island. It is priced to retail at $2.50. 


5. These gold-plated tie clips and links are from a group 
of assorted styles from Bliss Bros., 53 County St., Aftle- 
boro, Mass. They are distributed only through wholesalers. 


6. "The Traveler" and "The Jr. Traveler," two new jewel 
boxes for women by the Settel Jewelry Roll Co., 437 
North Canony Drive, Beverly Hills, Calif. In black silk 
taffeta or black faille lined with natural chamois, the 
"Traveler" retails for $30; junior size is priced at $13.50. 


7. Bangle watch in 14K gold with |7-jewel Atoma movement. 
Eric E. Siebert, Inc., 665 5th Ave., N. Y., $350 Keystone. 
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NEVER BEFORE — 


has there been such a sensational 
opportunity to promote watchbands 
profitably . . . because never 
before has there been such high 
quality bands at popular prices. 
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MARCASSITE Div. WATCH BAND Div. 
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Costume Jewelry 
(From page 73) 


a wooden desk, with an 8-day clock on it. Graduates were 
invited to sign names on the dial and guess when the clock 
hands would stop. After names were inscribed, the clock 
was placed in a window and surrounded with men’s and 
ladies’ watches in a complete range of top labels. 

“Interest in this promotion mounted so intensely,” re- 
lated Mr. Leben, “that three days before the clock came 
to a halt, not only had most of the graduates visited our 
store but many parents.” 

With the cooperation of a local theater, the firm staged 
a “Diamond Contest” last December, a merchandising 
trick that aroused more local comment, and left a more 
enduring impression, than any ideas used to date. 

“The purpose of the contest,” explained the jeweler, 
“was to prove to the public that it requires an experi- 
enced, and well-trained eye to distinguish between a dia- 
mond and a piece of glass.” 

Several thousand imported glass brilliants were placed 
on a black velvet-lined tray under a brace of glittering 
floodlights in the theater lobby. Mingling with the stones 
were two genuine diamonds, indentical in size to the 
brilliants. 

Every individual entering the theater was asked to pick 
out the real diamonds. After they had made their selec- 
tion, the stone was put in a cellophane envelope with a 
card which instructed them to bring the stone to our 
store for a free appraisal. If the diamond was real it would 


be mounted free in any mounting they chose from the 
stores stock, with their only expense the cost of the mouny. 
ing. 

‘At the end of the week,’ Leben said, “we held a draw. 
ing and gave away a one-quarter carat man’s or women’, 
diamond ring to the person whose name was drawn from 
a huge basket. Theater-goers were asked to register {o, 
this drawing while the other contest was in process, 

“Tongues are still wagging over this double-barreled 
promotion. Stunts such as this attract attention to the 
fact that you are in the jewelry business, that you sel] 
diamonds and that you are well-informed on the subject 
of gems.” 

Screen-advertising and theater-staged promotions are 
regarded favorably by this jeweler in cementing relations 
with both adults and youngsters. 

Illustrative of the way Leben puts punch into theater 
promotions is the slick trick employed in the period be. 
tween November 15 and December 15 last year to pro. 
mote jewelry with Christmas shoppers. 

First, a neatly laid out showcase of tasteful jewelry 
items suitable for gifts was set up in a focal point in the 
theater lobby. In conjunction with the exhibit, a “Cive 
Away Night” was held with the firm giving away a dia. 
mond ring and a watch. This was the merchandise on 
which the store desired to focus attention of the holiday 
shoppers. 

To publicize the theater lobby display and “Give Away 
Night,” the firm forged a combination of screen advertis. 
ing, posters in the theater lobby, direct mail postcards, 
and newspaper advertising. 
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*TRADE MARK, U. S. Patents Pending 
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Now Available—Three Grades For You to Choose From 


The GEM-O-GRAPHS' | 


Dramatic, Revolutionary, Attractive and Proven Instruments 
As Used Successfully by Jewelers of the Nation 


THEY CONSIST OF TWO INSTRUMENTS: 


1. The Carat System Gem-O-Graph, Model R-36, containing ten genuine 
diamonds of sizes from one point to one carat. 


: 2. The Fancy Cuts Gem-O-Graph, Model F-49, containing ten genuine dia- 
? monds of representative and unusual fancy cuts. 


Time Saving @ Prestige Building @ Increasing Traffic & Sales 


. « - «e And Remember: Three Grades for Your Selection: 


(1) FINE; (2) MEDIUM and (3) STANDARD. 


For Further Information Write: 


he Gem-O)-Graph Corporation of merica, Inc. 


608 FIFTH AVE., N. Y. C. 
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“The outcome of this promotion, Leben stated, “was 
to implant the name of our firm more solidly in the minds 
of the public at a time when we particularly want them to 
remember us. 

This jeweler deplores the practice of holding sales, but 
feels that sales in the spring and fall are the only way of 
evening up his inventory. 

“We believe that inventories must be kept clean and 
that the main objectives of a sale should be to offer the 
public the best merchandise available at the lowest pos- 
sible cost, and to make adjustments cheerfully and im- 
mediately upon receipt of a complaint. We clean out in- 
ventories of all broken lines, on such occasions, and really 
offer exceptional bargains,” he said. 

Novel twist aids in creating interest in sales. The old- 
fashioned $1.00 grab bag was used recently at Leben’s 
with exceptional success. All merchandise was packed in 
boxes. identical in size and shape, and cost of the items 
ranged in retail value from one to twenty-five dollars. A 
$75.00 diamond ring and two $60.00 wrist watches how- 
ever spiced the grab bag merchandise. 

No tricks are overlooked at Leben’s in building good 
will and jogging traffic. Glass silver and china customers 
are furnished a free wrapping and delivery service. 

A wedding planning service is featured. With the bride’s 
approval, a newspaper advertisement is inserted congratu- 
lating the bride-to-be, itemizing her silver, china and 
glass pattern selections, with an appendage notifying the 
bride’s friends and relatives that patterns are available at 
the store. 

“Most brides approve of this service,” said Mrs. Leben, 








brides’ counselor, “because it helps them receive the 
things they really want.” 

Every senior girl in Butler County, Kansas, in invited 
to the firms’ annual silver, crystal and chinaware show. 
Young ladies who select silver patterns are given teaspoons 
free; those making crystal choices, a free goblet, and 
those who decide on a china pattern, a bread and butter 
plate. Those who choose all three patterns receive the three 
oifts. 

The male of the species is as important as the female 
in the Leben scheme of things. This year, young men 
high school graduates were given a pen and pencil set in 
a leather case inscribed in gold with the school letters. 

“We never ask them to buy anything, nor do we ques- 
tion them about their graduation gift preferences,” Leben 
asserted, “but a surprisingly large percentage volunteer 
this intelligence in order to receive the things they desire.” 

Newspaper advertising featuring name-brand merchan- 
dise is head-lined with a cut of the store front, captioned 
by the term “Under the Leben Roof’—an expression 
coined by Leben to run over a listing of the store’s na- 
tionally-known lines. 

The idea creates more interest in this advertising and 
gives it a distinctive flavor which sets it apart from other 
ads, he believes. 





Merchants in one Minnesota town staged a Pioneer 
Celebration in connection with a sale, and this worked 
out well. Attendance prices were awarded to the 25 oldest 
ptoneers who registered at a central location. 
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Thinking of Remodeling? 


Fifth of a series of short ar- 
ticles by Murray M. Pearlstein, 
store design consultant for the 
JEWELERS' CIRCULAR- 
KEYSTONE. Mr. Pearlstein will 
give here each month helpful 
hints and suggestions of the 
things which should be consid- 
ered before starting plans for 
store remodeling. 





In previous articles of this series, we described the 
phase of jewelry store remodeling that covered the store 
front, store interior, and lighting. The next step in a 
remodeling program would be the consideration and 
planning of the painting and decorating of the store. 

Color has achieved a very important place in the gen- 
eral scheme of our everyday life. In color there is energy 
—an energy which affects health, comfort, happiness and 
safety. This color energy also has the particular power 
to alter visually the physical shape of your store. The 
inherent physiological and psychological characteristics 
of color makes it an important part of the complete pic- 
ture of a cheerful, pleasant and efficient store interior. 
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It is therefore apparent that the selection of colors for 
the decoration of the store, does not depend on the indi- 
vidual likes and dislikes of the owner. True, you as the 
owner, spending eight or more hours a day in the store 
may feel that your personal choice of colors should his 
must. However, since color generally affects all peoples 
equally, a color scheme that makes your store attractive 
and pleasant to your customers, will do as well for you, 

In planning the color arrangement of the sales area 
of your store, it is very effective to have several colors jp 
the store rather than the prosaic sameness too man 
stores effect by using but one color throughout. At leas 
a minimum of four colors should be used in the sales 
area. For example, the two side walls, that is the area 
over the wall cases, should be painted in different colors: 
the wall area over the partition separating the sales sili 
from the office area another color, and the wall over the 
rear of the store front provides the fourth color area. 
Should your store have curtain walls over the wall cases 
they should be so arranged as to permit a different color 
over each department or section. 

In selecting the color scheme, don’t be hesitant about 
the use of variance both in shades and pigment. Deep 
tones, warm shades and pastel colors make for good con- 
trast and blending, both of which are very essential jn 
obtaining a good-looking store. There are no set color 
schemes. Choice and selection of color treatments will 
depend on the physical arrangement of the store, the kind 
of finished woodwork and fixture arrangement. 

Wall papers can be readily used in a jewelry store to 
good effect, in particular, where only certain areas are 
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wall-papered in conjunction and contrast with painted 
areas. 

It has generally been found that light grays or blues 
make good ceiling colors. For the office areas, shades 
of light green have proven most effective in offices of all 
kinds, the color being restful and easy on the eyes. The 
interior of the display areas of the wall cases and display 
cases, should be painted in pastel shades of either blue, 
gray, peach and rose, ete. 

In this phase of your store remodeling. the need for 
expert experience and knowledge, as that of the store 
designer, again becomes very obvious. For, the impres- 
sion of your store formed by your customers is, con- 
sciously or unconsciously, influenced by the physical 
appearance of the establishment. If the environment is 
attractive, cheerful, and efficient in appearance, it will 
tend to inspire a feeling of confidence and trust. 





Regular Gifts Displays Extend 
Wedding Season 


Devoting two large display tables at the front of the 
store to sterling and plated silverware gifts, from June 1 
until late in August, has proven to net many additional 
wedding gift sales for Krisman-Frey, Jewelers, St. Louis, 
Mo. 

Millard G. Krisman, head of the store, developed the 
two open, “self-service” display units when a check of 
vital statistics in the St. Louis area revealed that marriages 
during the months of July and August are only slightly 
behind those in June, and that it was a serious mistake 


to cut back on wedding gift promotion at the end of June, 
such as is standard practice with almost all types of 
retailers. 

Therefore, at the front of the Krisman-Frey store, 
immedately inside the entrance, two 6x4 foot display 
tables are set up, each of which contains from one to 
two dozen wedding gift suggestions, out where the cus- 
tomer may pick up and examine them closely. One table 
is devoted to sterling hollowware and novelty gift sug- 
gestions, and the second to the same items in plated hol- 
lowware. A small sign, lettered in silver on a black back- 
ground, appears on each table, with simply the words 
“Gift items ... sterling and plated . . . $1.95 to $4.95” 
on the plated hollowware table, and $4.95 to $9.95 on the 
sterling table. Included in the display are gravy bowls, 
candy dishes, fruit compotes, ash trays, cutlery, napkin 
ring sets, salt and peppers, cruets, a variety of pitchers 
and bowls, tiny silver chests, etc. 

The fact that customers may “wait upon themselves” 
in examining the selection, without being bothered by 
salespeople unless assistance is requested, has had a lot 
to do with consistent selling success of the two table dis- 
plays, according to Krisman-Frey. Several selected pieces 
from each table’s contents appear in the window dis- 
plays, with a white satin wedding ribbon trim, and the 
two displays thus are brought to passersby’s attention. 

Sales volume from the two tables is almost equal to 
that of the peak June volume during mid-July and mid- 
August, due to prominence of the display, and the fact 
that the store is located next to one of St. Louis’ largest 
downtown theatres. 
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Fashion Gives Tips 


(From page 795) 


says: “What is neat is elegant!” All of us in the jewelry 
industry should stress the flattering beauty that jewelry 
worn in the hair can bring and speed the return of hair 
fashions that have been dormant for too long a time. 

Tiny tiaras which make every woman look like a 
Queen, give a sparkling and regal brilliance to Paris 
evening scenes, and both precious jewelry designers and 
costume jewelry houses are introducing tiaras into their 
new lines. These new tiaras are tiny and less formal 
in design than those of the past and with imaginative 
promotion should be sold to replace small hats for dinner 
dancing and theater wear. A picturesque treatment of 
a hair jewel was noted on opening night at the Metro- 
politan Opera when Blanche Thebom appeared in her box 
wearing a gown of medieval lines of green and blue 
changeable taffeta with bodice and short overskirt in 
front of black velvet. Her coiffure was arranged with 
a velvet Juliette cap with a single large pear-shaped dia- 
mond suspended from the cap at the forehead. 


DIAMOND JEWELRY HAS GOSSAMER MOUNTINGS 


Diamond jewelry is executed in a new line of floating 
grace and airy loveliness. In a stunning multi-million 
dollar diamond style show presented at the Plaza in New 
York City recently, and representing seventeen leading 
jewelers from coast to coast, the entire theme expressed 
fire and delicacy like lightning slashed patterns in mist. 


This show was reported in detail, complete with photo. 
graphs, in the November issue of JEWELERs’ Circutap. 
KEYSTONE but the trend toward gossamer-like mountings 
it established is so important I felt it must be repeateg 
here. Rigidly straight designs bristling with spikes anq 
spokes have no part in the graceful curves sweeping int) 
today’s fashions. The new design ideas are based on geal. 
lops, crescents, on wavelines, valances, interlaced scrol); 
and crests. The settings wear a look of fragile lovelines 
and a mere mesh of metal may hold a quarter-of-a-millioy 
dollar collection of diamonds! This trend is of vita 
importance to jewelers who specialize in custom settings 
and remountings . . . and of course to the entire industry 
since it sets the stage of precious jewelry fashion. 


NECKLINES AND NECKLACES 

The plunging neckline is plunging into oblivion and jt 
is rumored that several television shows will consequently 
oo off the air! Fashion hastens to report that such 
drastic moves are hardly necessary since newer neck. 
lines are often both wide and deep. This is an especially 
eood neckline for jewelry since it absolutely requires 
necklace to fill in the bare expanse from throat to lowered 
dress top. Long necklaces should not be worn with this 
wide decolletage since they disrupt the artistic line and 
are too heavy to be in good taste. We recommend a 
lavaliere type necklace which gracefully follows the nat- 
ural throat line and also makes a pretty picture with 
bare shoulder decollete. See the illustration in our fash- 
ion notebook. (Please turn back to page 74, for we 
shall be referring to the sketches from here on.) 
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SALESMEN WANTED 


LOOSE DIAMONDS 


Large nationally known New York Diamond Cutting & Import- 
ing Firm desires the services of salesmen — For the South, 


Southwest, Pacific Coast, and New England areas. 


Present employees are aware of this advertisement. Replies 


kept strictly confidential. 


Reply to Box “A., 823” 


Jewelers’ Circular-Keystone, 100 E. 42nd St., New York 17 
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The Chinese mandarin collar appears again and again 
‘, mid-winter and spring fashions and also influences 
the length of necklaces. This little banded collar is often 
placed above a tunic and summons from out the distant 

ast a fashion theme of Far Eastern influence inspired 
by a 13th century conqueror named Genghis Khan. 

“It is always interesting to trace the threads of a fashion 
theme to its source and we find that the military genius 
of Genghis Kahn flamed from an incident of love. Gen- 
ghis Kahn struggled for years to accumulate enough 
wealth to marry the girl of his choice and then she was 
stolen from him by an enemy tribe. In the heartbreak 
and desperation of that moment the young warrior 
stormed from clan to clan from tribe to tribe demanding 
the men to join under his banner and go in search of his 
stolen bride. He literally whipped together an army, 
rescued his beloved wife and went on in fury to become 
conqueror of half the known world. The wealth in gold, 
silver and jewels he seized in retribution built the 
Oriental Empire and even after seven hundred years 
the force of this man continues to stir world affairs, 
even to poking a finger in women’s fashions! 

With a Genghis Khan tunic we recommend glittering 
pins or a matinee-length necklace because longer neck- 
laces detract from tunic lengths. [Illustrated in our 
fashion notebook is a Deknatel necklace combining lus- 
trous simulated pearls with sparkling crystal rondelles. 
Other delightful Deknatel combinations are pearls high- 


- lighted with clear glass colors, rose quartz or electric 


blue to give brightness and a flash of color for spring. 


SLEEVES AND BRACELETS 


Sleeves for spring have been chosen by designers as 
a new area of interest and are given a variety of treat- 
ment, but the length is all-important! Some sleeves bil- 
low, some are three-quarter, some push up while others 
are long and slim. There are flared cape sleeves, elbow- 
length kimono types; even tailored suits and coats are 
appearing for the most part with sleeves that stop sharply 
above the elbow or at bracelet length. 

These sleeves provide a provocative setting for fore- 
arm bracelets but do not leave room for heavy and 
massive designs. They need entwining, flexible bracelets 
to bring a full circle of beauty between bare elbow and 
slender wrist. Illustrated in our fashion notebook, on 
the model wearing a melon-sleeved coat, is a Marc Koven 
bracelet delicately alternating gleaming gold bars with 
two softly luminous cultured pearls. An unusual pen- 
dant giving further interest is a heart-shaped shadow box 
of gold with 15 pearls shimmering from the center. 

Marc Koven is a celebrated designer-artist of Koven 
Fréres with an establishment in New York City since 
1940. His entire spring line transplants modern impres- 
sionism from the realm of painting to the creation of 
precious jewelry and furthers the new feeling for feathery 
lightness in design. His exquisite settings of gold, plat- 
inum and palladium are resplendent with genuine dia- 
monds, cultured pearls, Oriental rubies and other jewels. 
Illustrated on our chignon hair-do are button type ear- 
rings, richly dazzling in gold, with a lacy edge framing a 
glowing pearl. 
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NEW FASHION DEAL FOR MEN INCLUDES JEWELRY 


Once upon a time, in the year 1950, there was a fashion 
revolution and the startled but willing martyrs were— 
men! Yes, a revolutionary movement is sweeping over 
the entire realm of men’s clothing and is changing every 
conceivable item of their wearing apparel from top to 
toe! All clothing is being designed with an eye to the 
vertical line and, as we reported in last month’s fashion 
story, the new masculine look is—tapered—tall—and 
trim! 

Jewelry has already felt the impact of this new fashion 
program with its straight hanging, narrow-line clothes, 
with its neat pin-point collared shirts and narrow ties 
with trimly small knots. The “bold look” as expressed 
in jewelry by exaggerated line and massive structure is 
no longer in fashion demand, but has given way to re- 
finement of design and a definite trend toward elegance. 
Tie bars are becoming narrower and a feeling for rich- 
ness is shown in the use of fine metals and in the use of 
precious and semi-precious stones. There is a trend toward 
white metals, toward white gold and sterling, and this is 
furthered in a fashion release by Krementz on their new 
palladium jewelry. For winter evening wear and dress-up 
occasions, Krementz is showing a handsome ensemble of 
palladium cuff links, studs and vest buttons, each inlaid 
with white mother of pearl and with a diamond center. 
The ensemble is also available in contrasting black onyx 
and white palladium. 

And there we have it! An alert on styles that are 
slipping from public fancy and those that are rising 


brightly on the fashion horizon rim. A very simple 
analysis shows us that fashion’s mood is elegant and jg 
creating consistent harmony in both masculine and fem. 
inine dress. As you approach the close of December and 
the time for clearance is at hand, give full consideration 
to these definite style trends. Remember that overly 
lavish, massive, rigid, bold-looking jewelry should 80 
and remember that fashion promotion will support your 
selling of new trends away into 1951! 





Hospitality Accent 


(From page 80) 


cartons used in this way can be colorful and quite ade. 
quate for the purpose. The sprays of pine may be nat. 
ral or artificial—whichever is easier for you to locate. 

The only requirement for the color scheme of this 
window is that it be flattering to the merchandise. The 
white bells will look attractive against almost any color 
background. A wine shade is a good winter color which 
could be used for elevations and ribbons—nice against 
a chartreuse or pale green background. Deep green 
might be used with pale yellow or a soft rose background, 
If you want to try something quite dramatic, you could 
have an all-white window using snow cloth or snow paper 
(from your display supply house) for background and 
covering elevations. There should be considerable color 
in the merchandise (colorful china and glassware) for 
this scheme to be effective. 
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TH. thank our many friends 
in the Jewelry Trade for their 


patronage during 1950 and wish 
them Health and Prosperous 


Business in the year to come. 


GOLD BROS., Ince. 


New York 19, N. Y. 
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Community Jeweler 


(From page 79) 


terns purchased, and the pieces for which brides-to-be 
express a preference. 7 

Started from scratch a couple of months ago, this 
formidable catalog lists 246 names, including only women 
who have started glass, china, or silver sets, or a com- 
bination of the three. 

“The list is not limited to adults, however,” stressed 
Stanley. “The youngest registrant is a six-months-old 
baby girl. and other babies are registered. People give 
silver teaspoons to babies on birthdays—it is the ideal 
present for the child who has everything in wearing ap- 
parel and toys. We're cultivating the baby market zeal- 
ously by sending out cute reminders on birthdays. We 
watch the announcements of births and send out an at- 
tractive card to new parents and doting grandparents. 
suggesting they start baby’s silver set early.” 

“High school junior and senior girls are excellent pros- 
pects,” he said. “Marriage is uppermost in every girl’s 
mind, and since this is the era in which collecting things 
is a popular fad, there is a golden opportunity for selling 
high schoolers.” 

The file is used as (1) A mailing list, (2) A handy 
reference for friends and relatives buying gifts for newly- 
weds, and (3) As a buying guide. It is checked, period- 
ically, to find out what items are moving and buying 
policy is dictated by results. 

“We also keep a list of fill-in patterns which customers 
ask for,” Mr. Stanley remarked, “and when we go to 


shows we try to uncover these. When new patterns ar- 
rive, we make use of our card index by telephoning 
registrants and advising them we have new additions in 
their patterns.” 

“Few people really know how to determine good china 
and crystal,” he added. “To demonstrate the various 
points to be considered in selecting patterns, we have a 
table just inside the entrance to the room where we set 
up the various combinations. We always lay stress on 
the advisability of starting with a few good basic pieces, 
and making gradual additions until the set is complete.” 

Added zest has been given to display strategy by sta- 
tioning a table just back of the window display area, 
where it is plainly visible from the sidewalk, with set- 
tings of china, crystal and silver. 

“Response of window shoppers to the display is en- 
thusiastic,” Stanley said, “because it is the only display 
in town that is completely transformed every night. Not 
only is it an excellent device for showing new merchan- 
dise, but it ties up with newspaper advertising. 

*‘All in all, our new glass and china room,” he sum- 
med up, is a striking example of a large return at small 
expense.” 





A unique Christmas promotion idea used by a jeweler 
is an offer to all boys and girls to bring in their old inex- 
pensive wrist or pocket watches (or have their parents 
do so) for a special Yuletide allowance toward a better 
watch. The discarded timepieces are presented to a local 
orphanage to make some boys and girls happier for 
Christmas. 




















Greetings 


We want to take this opportunity of extending 
our appreciation to our many patrons for the 
courtesies extended during the year 1950, and 
with our best wishes for a Happy and Prosperous | 


New Year together with continued good services. 
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RACINE 


Offers the World’s 
Largest Selection of 


Fine TIMERS 


For Every Purpose 
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Accy racy C€ ounts: 


Write for the Latest RACINE 
CATALOG Just Off Press... 
Featuring Fine Timers and 


Chronographs for Every Purpose. 


*® GUINAND and GALLET TIMERS 
® GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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Individualized Advertising 


(From page 76) 


been received from various parts of the country to fp. 
print the Ferrell ads. 

The new building incorporates the very latest in fun. 
tional modern design and has a 44-foot frontage on Main 
street and 105-foot frontage on Monroe street. “This is the 
largest jewelry store in the state of Florida,” Ferrel] said 
The entrance is gained through a foyer that leads through 
the large automatic Herculite doors. The entrance itsels 
is unique as the name “Ferrell” has been worked into the 
terrazzo flooring in 378 silver dollars. 

A souvenir hunter, not content with the free mementoes 
given away at the opening of the Ferrell Jewelry Con. 
pany, went back to the store during the week end to find 
something more suitable. 

Impressed no doubt by the 378 silver dollars that spell 
out the name “Ferrell” in the entrance foyer, he went to 
work with hammer and chisel, and even though the cart. 
wheels are firmly anchored in place, pried one loose. 

Ferrell was mystified by the event. It would seem dif. 
ficult for anyone to get it loose without setting up a clat. 
ter, particularly on a prominent downtown corner. But 
Ferrell would also like to meet someone who would work 
that hard for a dollar these days. 

On either side of the corner entrance foyer are three 
outside modern draped windows that curve in towards 
the glass front doors. 


WINDOW FEATURES FULL-SCALE SETTING 


Something new and different is the large 7 x 15 foot 
picture window on the street side of the store. Reaching 
from ceiling to floor, it is occupied by a beautiful bride’s 
table setting complete with a bride model wearing a 
gorgeous white satin wedding gown. The model and table 
are placed on a raised semi-circle platform, covered with 
beige carpeting. 

On either side of the picture window are two small out- 
side shadowbox windows, used to display silver hollow. 
ware and gift items. 

The interior is modern in design and tropical in motif. 
Fixtures and display cases are in bleached, hand-rubbed 
walnut, and the walls and ceiling have been finished in 
pastel shades of blue and coral. 

Built with the customer’s comfort and convenience in 
mind, the new store features air-conditioning; modern in- 
direct incandescent and direct fluorescent lighting, with 
spots used to point up major displays; and has arranged 
to have Music-by-Muzak installed throughout their new 
location. A program purposely designed for retail stores 
is heard daily and includes the offices and other depatt- 
ments for the benefit of employees. 

Along the east wall in the front of the store, are two 
large diamond showcases. 

Facing the diamond cases is the private “Diamond 
Room.” 


The eatire south wall. as far as the automatic, self- - 


service elevator, is devoted to silver display. There are two 
modern sit-down showcases, containing sample place set- 
tings of each of the lines of sterling the store carries. 

Forming an oblong circle in the center of the store are 
ten handsome modern blond showcases filled with beauti- 
ful jewelry. 
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The store also carries a complete line of electrical ap- 
jances, fountain pens, typewriters and luggage displayed 
in beautiful showcases along the north wall. The luggage 
counter is covered with green carpet so as not to scratch 
the luggage while showing it to customers. 

The credit department, located in the rear of the store, 
has five private booths to take care of new Ferrell ac- 
counts. Separated from the main store by a long curved 
counter, it is equipped with a modern cash register and 
bookkeeping machine and the latest model electric-voice 
switchboard. Along the south wall is the watch board, 
where repaired watches are placed for delivery. Adjoin- 
ing the credit department is the downstairs wrapping 


room and vault. 
The jewelry repair department, auditing department, 
employee’s rest rooms and W. G. Ferrell’s office, are lo- 


cated on the balcony. 


SEPARATE BRIDE AND GIFT SHOP 

One of the more popular departments in the new Fer- 
rell Jewelry store will be the beautiful new bride and gift 
shop. The entire gift department was designed by Mrs. W. 
G. Ferrell, wife of owner, and will be under her personal 
supervision. 

Planned to serve those who want useful gifts at reason- 
able prices, the gift department is located on the second 
floor. It is easily accessible to the elevator which opens on- 
to an inviting foyer that sets the theme for the second floor, 
using a delightful blend of early American and modern 
fixtures. A traditional print design on the wall paper 
gives way to acquamarine and coral in the department 
itself. 

The foyer and its period setting was designed as a 
casual meeting place, as well as the focal point of the de- 
partment, with its home-like atmosphere inviting one to 
tarry. 

An outstanding feature ef the gift department is the 
Bride’s room, where gift selections for the newlyweds are 
displayed on beautiful recessed shelves that line each side 
of the curved east wall. A home-like note is achieved by 
the use of a large pine hutch cabinet placed between the 
shelves. The upper part of the cabinet reaches almost to 
the ceiling and is filled with an unusual display of im- 
ported English china plates, plainly visible through the 
open front of the cabinet. 

In the center of the Bride’s room, tables are arranged in 
the crystal, china and silver selection of the brides. The 
floor of this room is covered with a soft rose carpet. There 
is a matching Early American pine desk and several oc- 
casional chairs for customers comfort and convenience. 

Gift suggestions in display boxes, with indirect fluores- 
cent lighting, have been set into the walls around the 
room; while gift display tables form two aisles in the cen- 
ter of the gift department. 

The entire gift department has been so laid out that all 
items are readily accessible to the shopper, thus making 
it easier for the customer to inspect and select his gifts. 

“What I like best about this store is the large amount 
of storage space that eliminates the necessity of having a 
stock warehouse in another location of the city,” Mrs. 
Ferrell said. ”We have six large storage rooms for crystal, 
china and gift novelties. These rooms are easily reached 
through a hall opening onto the foyer. At the end of the 
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To protect lovely silver from tarnish, there’s a EUREKA 
Silverware Chest to suit every preference and pocketbook... 
fashioned with cabinet craftsmanship of:selected hardwoods, 
carefully seasoned and dried. EUREKA Chests are lined 
throughout with seal brown Pacific Silver Cloth —“the cloth 
that prevents tarnish” — or EUREKA Doeskin Cloth in 
Bahama Rose shade. And every EUREKA Chest is guaranteed 
tarnish -proof for the life of the chest. : 


Send for free illustrated leaflet. 









Eureka Manufacturing Co., Ine. 
5 Maple Street, Taunton, Mass. 
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hall is the new utility room where china an 
washed and polished. By having these la 
rooms in the store itself, we are enabled to c¢ 
larger stock. In this department we have a 
line and when gift items are sold in the store, 
can be made from the stock rooms in just 
minutes. 

“Gift items, crystal and china are in demand 12 months 
of the year as they are not seasonal merchandise. There 
fore with proper buying and merchandising, this depan. 
ment should have a good turn-over and we should realize 
a fine profit,” Mrs. Ferrell continued. 

Immediately to the left of the elevator is the lay-awa 
room and gift-wrapping department. The walls are lined 
with shelves for storage of the lay-away purchases and two 
large tables in the center of the room, provide ample 
space for wrapping gifts. Four large windows furnish day. 
light for this wrapping room. When finished, the wrapped 
packages are handed to the customer through a special 
window opening on the foyer. 

Customers may wait comfortably on the home-like 
sofas and chairs while their purchases are being wrapped, 

Leading off of the lay-away room is the receiving room, 
where new merchandise is received, unpacked and 
marked before being sent to the various departments of 
the store. 

At the beginning of the four months construction period 
on the new Ferrell store, it was decided to have a re. 
moval sale to clear out all of the older merchandise. Prices 
were slashed and in many cases items were sold for prices 
lower than wholesale cost. As it turned out the sale was 
the largest jewelry removal sale in the history of Florida, 
and over 85 per cent of the entire original stock was sold. 
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JIC Issues Christmas “Idea”? Book 


“A Christmas Gift for Everyone on Your List”—from 
the jeweler’s—is the central theme of this year’s Christ- 
mas Promotion Idea Book prepared by the Jewelry In- 
dustry Council for its retail members. 

This same central theme is featured in suggested news- 
paper ads, mailing pieces and direct mail and it is also 
the dominating theme of a red-and-green, easel backed 
Christmas window display card created for jewelers by 
the Council. 

To help retail jewelers in quickly suggesting jewelry 
store gifts for “Everyone on Your List,” this same idea 
book gives a list of specific types of jewelry store prod- 
ucts suitable for Christmas by age-groups from infants 
through grown ups. 

Albert E. Haase, executive director of the Council, in 
the foreword of the Idea Book says: “Convenience and 
added service are implied in it for the public and the pos- 
sibility of increased sales is implied in it for the jeweler.” 

In the bulletin announcing the availability of the Idea 
Book, the Council released the following statement on the 
1950 Christmas outlook for the retail jewelers: “The busi- 
ness outlook this year, for the jewelers is better than it 
was last year. New highs in consumer spendable income 
can be expected in November and December, according 
to specialists in such matters, despite increased with- 
holding taxes. Reasons: High rate of employment; high 
wages; high farm income. 
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Capitalizing on Curiosity 
(From page 104) 


allows for illustration, and enables us to describe the 
merchandise we are featuring. 

“Helpful service, too, counts for much. We have been 
located in Salem for 15 years, coming here from Seattle. 
Few people know much about the actual worth of silver 
or diamonds. They must trust their jeweler as they do 
their doctor, and it has been our constant aim to establish 
confidence. If people trust you they will not only give 
you their repeat business, but will tell all their friends 
about you—and that is one of the most valuable forms 
of advertising.” 

That people have confidence in Stevens and Son is 
proven by the fact that the firm recently moved into a 
new home on the main floor of the Livesley Building, 
where they occupy 4500 square feet, one of the largest 
jewelry stores in the west. “The modern front, of black 
vitrolite glass, and glass doors, through which the entire 
interior can be seen were installed by the owners of 
the building,” said Mr. Stevens, “but all the interior 
decorations were under our direction.” 

Hundreds of people pass through the building lobby 
every day, and see the display tables, alternately set with 
silver, crystal and china. In the center of the interior is 
a large dome, under which is a large circle of glass coun- 
ters where a wide selection of gifts is attractively dis- 
played. The balcony is used for salesman display space. 
Modern indirect lighting is used throughout. Remaining 
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choice of customers 


as part of the store is the large built in vault utilized by 
the First National Bank of Portland, former occupants. 

“We opened our new store February 4. 1949,” said 
Mr. Stevens. “We had been running ads and talking over 
the radio about the new store for a month, and on the day 
previous to the opening came out with an 8-page section 
in the newspapers, giving many views of the interior and 
exterior, and our personnel, as well as big announcements 
of our silver and diamond lines. It was a cold day and 
the ground was covered with snow. but over 12,000 
people passed through our doors that day and evening. 
Ten thousand numbered tickets were given out, and they 
were all gone long before the store closed. Gifts amount- 
ing to over $1,000 were presented. including a $500 
diamond ring, a sterling tea set, a diamond wrist watch, 
a silver console set. sterling cake plate. a salver. a sterling 
bowl, and a 6-piece place setting. 

The old store on Court St. is maintained as a branch 
of their expanding business. which includes a store at 
Camas, Wash.. under the management of Allan Stevens, 
the son. 

Mr. Stevens, born in London is Chairman of the 
Board of Directors of the Oregon State Jewelers Associa- 
tion. and has long been prominent in local civic affairs. 
Mrs. Stevens, originally of North Carolina, also has been 
active both in the jewelry business and civic life. One 
thing that has tended to inspire patrons with confidence 
in Stevens & Son is the fact that there is a specialist in 
charge of each section—jewelry. silver, watches, costume 
jewelry and watch repairing—all under the pleasant and 
friendly supervision of Madeline and Sidney L. Stevens. 




























Admittedly, the person who buys a Herschede Clock must 
have good taste; must want a beautiful, distinctive home 
and must have the means to acquire it. That also describes 
the customer who is the first choice of merchandisers who 
aim to achieve and maintain leadership. You can make 





Illustration is Model 
No. 276. Stands 76” 
high. Either West- 
minster or Westmin- 
ster Canterbury and 
Whittington Chimes. 


mamnadenmemenadtasagded.cct arene nese 


an impressive appeal for this most important patronage 
by displaying Herschede Chiming Floor Clocks. Dis- 
tinguished design, authentic chimes, superb craftsmanship 
make telling points in quality selling. 


Send for catalog 
showing the full 
range of models. 
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Cathedral Chimes 
on Tubulor Bells. 


Both cases and movements ore made completely by Herschede 
—creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 





Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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dntsnale through your Wholesaler ot 
RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. ° 


Plaza 9-6346 











Promotion Program 
(From page 81) 


for setting a reasonable figure. According to figures 
released by the National Retail Dry Goods Association, 
total publicity expenditures, including display, of thei; 
over four hundred members averaged 4.2 per cent of 
sales in 1949, advancing from 3.9 per cent in 1948, Of 
this amount, 15 per cent was spent in department stores 
with annual sales of over one million dollars, on display 
including the payroll of the display department. Spe. 
cialty stores in the same category spent 16 per cent. By 
contrast newspaper space in the same department stores 
took 54 cents of every publicity expense dollar in 1949_ 
53 cents in 1948; in specialty stores, 57 cents and 56 
cents, respectively. 

These figures may not necessarily apply to your own 
store, but they should be of help in arriving at a figure 
which your own average sales would seem to justify. In 
establishing your own display budget, you will need to 
consider the number of windows you have to decorate, 
the frequency with which your windows need to be 
changed which depends on whether the traffic which 
passes your store is primarily transient or neighborhood, 
and any special events during the year which would call 
for out-of-the-ordinary attention. 

If possible, estimate what you have been spending on 
your windows in the past in a hit-and-miss-fashion. You 
may be surprised at how much it amounts to. A sys. 
tematic budget will enable you to put your expenditures 
on an economical basis. Don’t forget to allow for in- 
terior display materials as well as for the windows. 

Hand-in-hand with your budget should also go an 
inventory and storage system for all your window props. 
Any display materials which come out of the window in 
fit condition for re-use—even if some refurbishing is 
necessary—should be carefully wrapped, marked and 
stored. A written record kept under such headings as 
“Christmas,” “Weddings,” “Fabrics,” “Flowers,” etc., 
will help in making the best use of these items in the 
future. It is easy to forget a wrapped parcel on an attic 
shelf, but simple to refer to an itemized notebook to 
refresh the memory. A sample sheet from such an in- 
ventory is illustrated. The quantity, color and condition 
of each item should be noted as well as its location. 

Once you have arrived at the most generous amount 
which you reasonably feel you can afford for display 
promotion, the next question is how that amount can be 
spent to the best advantage to bring you the greatest 
returns in window sales. A display budget must of 
necessity be a very flexible one; that is, amounts will 
vary widely from month to month or from week to 
week with the slow periods allowing for saving up for 
splurging on the important occasions. You may not be 
able, especially at first, to allocate the total amount 
exactly for each month or week, but you should plan 
roughly and check expenditures so that you will know 
throughout the year just where you stand. A budget 1s 
of no use whatever unless it is adhered to strictly. Its 
purpose is not to encourage extravagant expenditure but, 
on the contrary, to make the most economical use of 
the money. Once you have set your budget and are 
convinced that it is an adequate amount for your store, 
do not permit deviations. This may prevent some foolish 
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expenditures you might otherwise be tempted to make! 
And don’t forget that Christmas, your major selling event 
of the year, comes at the end of the year. You can’t face 
Christmas with an empty budget. : 

A display calendar laid out for the year will help 
sreatly not only in allocating your budget money, but 
n establishing a well-rounded display program which 
will insure adequate attention and display space for 
every sales event and merchandise promotion. A sample, 
partially filled in calendar form is illustrated. This form 
can be adapted to your own needs and window space. 
You may want to subdivide it by the week, rather than by 
the month; you may want to allow more space for in- 
terior display ideas. It is a good idea to have a column 
for advertising tie-ups. You won't be able to fill in the 
entire year’s program at once, but such a diagram will 
give you a working program which can be added to and 
changed as the year progresses. 

As you plan your display budget and calendar for the 
New Year, it is a good idea to take a backward glance 
over the past year for helpful hints and a good idea to 
make notes during the coming year for 1952 plans. 
Check over any displays which were particularly success- 
ful, and also any that were notably unsuccessful, and 
see if you determine the reasons for such results. The 
more impersonal you can be in analyzing your past 
and present display performance, the more likely your 
analysis is to be productive. Imagine yourself a complete 
stranger to your store and examine the store’s appearance 
and atmosphere from this point of view. You should 
set some startling ideas! 
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Dream Store 


(From page 96) 


It is convenient to clerks and yet not conspicuous to cus- 
tomers. 

Gamler said the grand opening was beyond all expec- 
tations. Silver plated buffet forks were given away to 
the thousands of persons who filed through the store. 
No sales were made on opening day. 

Peter J. Crotty, president of the Common Council of 
Buffalo, cut a ribbon officially opening the store. A Pow- 
ers model, Miss Joyce Klaus, served as receptionist. Wires 
and letters of congratulations poured in from all sections 
of the country. 

Gamler likes to recall how he started in the jewelry 
business in Buffalo back in 1919 with capital of $300. 
The original store was at 11 E. Swan St. He moved to 
the present location in 1927. 

George Walker & Sons was contractor for the remodel- 
ing project. Master Craft Studios of Buffalo provided 
store fixtures and Louis Greenstein was the architect. 
Wipperman & Mitchell had the electrical contract and 
Joseph Davis did the air conditioning installation. 





In one lowa town, businessmen conduct a radio pro- 
gram two weeks before a sale event, offering prizes of 
$10, $4 and $3 to the persons submitting the best slogan 
which the merchants can use in promoting the sale. This 


always gives the event considerable publicity. 
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one and may the New Year bring real 


Peace to the world. 


We appreciate and thank you for 
your generous patronage and will strive 


to merit its continuance. 
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A New Stock of Pen Merchandising 


(From page 82) 


stage an all-out fountain pen promotion the week of 


October 23 to 29. 
ll ure Car \ Five of the store’s six windows were devoted exglp. 


sively to the display of two popular types of the One 
manufacturer's pens. Only a small window besid 

= AT N EW, LOW PR IC & $— store entrance was retained for the traditional re. 
a of jewelry store merchandise—diamonds, watches wd 

jewelry. 
Four of the five windows used for the pen promotion 
were six by eight feet in size and the fifth one was , 
curved, four by five foot window. A maximum of only 








from wholesalers, 


* 
pee? - Necklaces 











jobbers, , ' ' 
I rin Pa All Sizes and Grades from 24 pens were displayed in each window. 

and importers. $30 to $5,000, Keystone Inside the store, special counter cases stocked with 
Immedjate pens were installed on each of the regular jewelry display 
delivery from one cases. Large promotion cards advertising the two dis. 
of the largest fi (SE Fa;© tinctive lines were placed at strategic places throughout 
nena, % the store. One of these cards was at the cashier’s desk 

In the country. From 3 to 10 MM., All Qualities and another on a counter facing the store entrance. 
Memorandum selections sent on request Before the promotion was staged, the pen firm sent a 
B & Mi sales promotion expert to the Crescent store. He worked 
with the clerks and got everybody on his toes for the 


CULTURED PEARL | | big even. 


IMPORT COMPANY As a result, every customer who came into the store 

ROOM 1013, 665 FIFTH AVENUE. NEW YORK 29 was given a little sales talk on the new pens. If they 

PLaza 3-3897 could spare a moment WH were given a special demon. 

stration on the unique features of the instruments. 

Kven customers who came in to pay installments on 

their charge accounts were invited to stop long enough 
to try a new pen. 

The higher priced pens—the all gold sets—sets from 

$50.00 to $275.00, were taken from the windows for the 


x: “4 4 | customers to see and try. It was found that this gesture 
il if Py | U impressed the customer with the value and hard-to-get 
_—" 


























‘. characteristic of the high-priced lines. 
\ ‘(is ti During the week of the pen promotion Crescent ran a 
TPE Cys spot radio announcement which stated simply, “You need 
one—you want one—you use one every day. One dol- 


sf quarter-page ad in the local paper every other day. A 
/ Best wishes for the Season lar delivers to you any pen with easy payments on re- 
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mainder,” was aired six times daily over the local radio 
and may the coming year station. 

' Another result of the promotion was an awakening of 
bring you health, prosperity business in the fountain pen field in jewelry stores 
and happiness. throughout Tucson. Crescent, of course, benefited the 

most as the original promotion was theirs. 
: During the fall season a year previous to the promo- 
WAZ tion, Crescent sold $600 at cost in this one company’s 
= pens. As a result of the all-out fall pen promotion, sales 
iT Manufactur wali of fine rose to over $2,700 cost. This was about a 450 per cent 
emblematic jewelry increase due directly to the promotion. All this was be- 
cause a far-sighted young businessman decided that tradi- 
; tions about selling seasons could go by the board if a 
: ERE k | little ingenuity and real honest-to-goodness selling were 


brought into play. Oddly enough, the promotion was 
staged during Halloween season when there is little to 
suggest high volume of business for a jewelry store. 


8 ROSEST. NEWARK 8, N. J. ‘OD, 














MEMBER Crescent jewelry added 41 new accounts to their books 
a during the pen promotion and as a result of it another 
EM 


60 new accounts came in through the sale of fountain 


SOCIETY ; . 
pens in succeeding weeks before Christmas. 
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The store followed up the pen promotion by running 
one newspaper advertisement a week during the re- 
mainder of the fall. The first week in December they 
devoted another window to a display of 40 pens. 

“The pen promotion was one of the most successful 
sales events we have ever staged,” Horwitz declared. “It 
proves once and for all that the fountain pen dealer 
doesn’t have to sit around and wait until Christmas or 
raduation for his business. It’s there the year around— 
but like anything else worthwhile, you have to use a little 
skill, initiative and work to get it.” 





Swinging Displays Highlight 
Expensive Gifts 


A highly unusual stunt was developed in Christmas 
window merchandising at Coronet Jewelers, Denver, 
Colorado, during the Christmas season of 1949—when 
the management installed “swinging cradles” in the win- 
dow, to highlight extremely expensive gifts, such as dia- 
mon-encrusted wrist watches, multi-karat rings, solid 
gold men’s jewelry, etc. | 

As shown, the “swinging cradles” consisted of two fine 
strands of satin rope, converging together to support a 
tiny shelf, 15 in. long, 2 feet above the floor of the win- 
dow. One such “swinging cradle” was used at either 
side of the window suspended well out of the ordinary 
Christmas gift suggestions on the floor of the window, 
and at eye-level, where merchandise shown upon them 
received maximum scrutiny. 

Coronet Jewelers found that by giving particular dis- 
play emphasis to gifts in the $500 and higher class, they 





obtained many additional sales during the 1949 Christmas 
season. For example, several $650 watches were shown, 
which would have displayed far less individuality if they 
had merely been part of the large watch display on the 
window floor. Experience was that almost every person 





attracted by the window gave a lot more attention to the 
single small displays supported in this way, than to the 
more standard jewelry display below. The presence of 
very expensive, highly individualized gifts on the swings 
seemed to invest them with more glamor for the average 
gift purchaser. 





A novel traffic-building promotion used by a retail 
jeweler during the latter part of January when the Christ- 
mas rush is over, is to have an income tax expert at his 
store two afternoons a week to advise on personal income 
tax problems for any persons, customers or otherwise, 
who may avail themselves of his services free of charge. 
This stunt really brings the people in. 














ATTENTION 








WHOLESALE JEWELRY SALESMEN! 


We want two additional salesmen—one for Indiana and Illinois, the 
other for Virginia, North and South Carolina, for 1951. 


If you have a good steady following with independent jewelry stores 


in either of those combinations of states, the positions to be filled offer 


a splendid opportunity on a permanent basis. 


Our trademarked, franchised system of merchandising LOYALTY 
and FAITH diamonds, FAITH watches and FAITH jewelry 
holds fine sales possibilities for the right man. Apply now, in confi- 


dence, giving us detailed information as to your past experience. 


Address: 


Julian G. Schwab, Pres. 
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A. G. SCHWAB & SONS, INC. 


Duttenhofer Building 


Cincinnati 2, Ohio 















AN APOLOGY 


To our friends and patrons who have experi- 
enced delay in delivery of our Patented* Wing 
Back. We are happy to announce that due to 
improved facilities we are now in a position to 
insure immediate shipment. 


clicks opening 
clicks closing 






*Patented. Design 155,535 
Patented Construction 2,472,958 


Infringers will be prosecuted 


NIASH REFINING COMPANY 


116 Nassau St., New York 7, N. Y. 


CO 7-4496-7 
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NEW CHARM DISPLAY 


Dither 
Ask your wholesaler for charms mounted on the new Fisher 


display. It's FREE. Display charms NOW —they are selling. 


J. M. FISHER COMPANY, Attleboro, Mass. 








Diamonds Draw Traffic 


(From page 84) 


the stone’s brilliance by laying its case out on a green 
silk scarf draped over the raised base of the stand. Grace. 
ful black velvet drapes covered the back window glass, 
thus forming a perfect background. High above this case 
were two baby spotlights trained down upon the center of 
this case with its precious exhibit. 


‘“‘As people came into our store in response to our large 
newspaper announcement of this showing, we gently 
routed the flow of traffic so that they came to the display 
room in the center of our long building and walked past 
one wall display case on the west wall; then past another 
wall case holding a tiny replica of the Taj Mahal (to help 
lend more atmospheric background to the Shah’s dia. 
mond masterpiece) ; past still another wall which has an 
installed shadow box with a combination of ultra violet 
and regular incandescent light with an automatic switch 
for working both; and a nearby large display case. The 
shadow box contains a row of diamonds and, when we 
push the light on, it brings out the fluorescent blue in 
the stones which have that characteristic of fluorescence, 
This is very fascinating to store visitors, we have found. 


“The last wall case I mentioned is in the east wall of 
this center room: in that, too, we show unusual stones. 
Right now we are showing large synthetic stones in 
this case, such as rutile, better known as titania, and 
large stones of the topaz, tourmaline, and opal family. 
So, after walking past all these displays, the visitor turns 
around and sees the highlight of our store showing, the 
Shah of Persia Diamond. It’s*a fitting climax! Invari- 
ably they ask a lot of questions, so Edward Schewe, our 
advertising and display manager, or I, or one of the 
members of our staff give the details of the story behind 
this famous stone to the visitors. Then we have a little 
booklet which we leave in small stacks on the various 
counters in the front retail room. These are free for our 
customers to pick up and study. It always builds interest 
in a display when there is descriptive, explanatory litera- 
ture to go with it, we have learned from previous exper!- 
ence,” he goes on. 

Louis Esser is one of the city’s deans among jewelers 
for, at eighty years young, the senior Esser is on the job 
every day and sets an example for all the people on his 
staff. 


The physical layout of the store is a simple one. The 
front door is set between two display windows which 
always stress simplicity in the high quality merchandise 
shown. Customers going inside the door find one or both 
of the specially designed, hand-made cases with the ivory 
and ebony inlaid pieces along the outer border, standing 
near the entrance. The one case, or both cases, always 
hold some special display, such as a fine silver tea service, 
or beautiful sets of jewelry. 


The long display counters which run parallel to both 
walls in this long front retail room also have the ivory 
and ebony inlaid borders which make these fixtures 
unique and the only ones of their kind in town. The 
glass-fronted wall cupboards along the west wall hold 
silver items inthe first three. The fourth one is devoted 
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tationery, greeting cards, and wedding invitations. 
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A small private diamond room is set into the corner 
e east wall, front. The rest of the counters show 


t 


along th 
the ne quality merchandise this store has become 
oted for. | | 

“Mavbe that’s why our large ads in the Milwaukee 


Journal announcing this week-long showing of the Shah 
of Persia Diamond from March 20th through the 25th 
attracted such large crowds,” Robert Esser remarks. 
“Because people wanted a chance to see the rest of our 
high-grade stock. And maybe they felt a bit backward 
about just coming in to browse, feeling they might be put 
under obligation if they just wished to look at our mer- 
chandise. So this exhibit, with its public invitation, gave 
them an excuse to come in. Naturally, we saw many 
familiar faces, but we also welcomed many newcomers to 
our store, too. And we noted that many of them were 
pleasantly surprised over the fact that many of our items 
were within the average’ buyer’s pocketbook, too. Our 








firm’s name is usually associated with the carriage trade; | 


so many people with an average income have been a little 
afraid to venture inside our doors.” 

Another way they get newcomers into the store for the 
first time is via the lectures that Robert gives at the 
request of local women’s clubs. He speaks on any topic 
in connection with a jewelry store—fine silver, famous 
jewelry, the formation and care of fine stones—and 
similar topics. He is especially receptive to such invita- 
tions from homemaker’s clubs, for, as he says, “It’s a well- 
known fact that the women in America do 85 per cent of 
the buying, so if our firm can get them interested in buy- 
ing our merchandise, then they will buy jewelry and 
silverware. Those talks are one of our best forms of 
advertising. We run ads in the newspapers, of course, 
several times a month; and we send out sales literature 
with our monthly statements, but the lectures top them 
all in selling power and major attention-getting exhibits 
like this the Shah of Persia Diamond prove most effec- 
tive in bringing new accounts into the store,” he con- 


cluded. 





New Year’s Baby Gift Rings Up Sales 


One of the most attention getting ideas to give a happy 
ring to jeweler’s cash registers on the New Year is the 
presentation of a gift to the first baby born after mid- 
night Dec. 31st. According to R. E. Wagner, owner of 
Wagner’s jewelry store in Oconomowoc, Wis., parents 
expecting the birth of a child around January Ist stop 
by to inquire if the merchants are going to offer prizes. 
In his advertising, Wagner stressed the gifts that mother 
and child would receive—a sterling silver knife, fork and 
spoon for baby and a piece of jewelry for mother. 

In Lake Geneva and Waukesha, Wis., the gifts are pre- 
sented to parents from the stage of the local theater, thus 
adding prestige to the event. The presentation gets plenty 
of advance notice in the papers including a full page or 
a spread during the week between Christmas and New 
Year’s Day. In each ad, merchants have their own mes- 
sage telling what the gift to the baby or parents will be. 

In addition to the idea of gift giving, jewelers have 
the opportunity to promote their Baby Gift Departments 
and whatever department from which the mother’s gift 
is selected. 
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Revere Chiming Mantel Clocks. 





Send for catalog showing the notable designs 
fashioned to fit any decorative scheme. 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 


NEW YORK: 37 West 47th St. 
CHICAGO: 1422 Merchandise Mart 


Available through 
Revere Authorized Distributors 
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The PILGRIM is a highly popular Colonial model, 
80" high. Westminster Chimes. 
Retails for $470 plus tax. 


The R-947, brilliantly designed, and with 
Westminster Chimes, retails for $50 plus tax. 
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Ideas and Ingenuity 


(From page 90) , 


free identification was a piece considered as a worthless 
trinket by its owner, but which turned out to contain g 
real emerald. This so delighted the woman to find she 
had such a treasure, that she broadcasted her pleasure 
far and wide and was herself an ad for the store for at 
least a week. 


Located about six miles from the center of Philadel. 
phia, Coronet Jewelers is a handy place for repairs. Men, 
Spiegleman pointed out, usually are given the job of 
dropping off the watch or clock for repairs. Since men 
hate to carry packages and loathe waiting, they are 
pleased to be able to unload their repair jobs locally to 
avoid taking them in town. The Coronet shop makes an 
effort to give fast service to meet this need. With the 
use of a watch rate recorder, the shop is able to save 314 
to 4 days delivery time for the customer and waiting 
time in the store is nil. All repairs are made on the 
premises and a full time watchmaker handles all the 
watch and clock repair work. 


REPAIR WORK DRAWS WEALTHY CLIENTELE 


While Coronet Jewelers carry inexpensive items rang- 
ing from $1.00 to $15.00 for quick gift purchase for 
the convenience of the modest salaried folks who live 
in the homes behind his store, it is realized that the 
ultimate goal must be to secure the confidence and sub- 
sequent patronage of the wealthier customers across 
City Line Avenue in Montgomery County. 


To intrigue and interest these customers, Mr. Spiegle- 
man is building a business in restoration of antique 
pieces, replating and remounting and redesigning of old 
pieces of jewelry and silverware. 


This enterprising young man, formerly was associated 
with Huberman’s on 11th Street near Market Street, and 
he is now bringing to life a dream of some years’ stand- 
ing—that of having his own business where he can in- 
corporate his own ideas. He is studying constantly and 
makes use of a polariscope, refrectometer, dichroscope, 
and sometimes a microscope in his work. 


OVERLOOKS NO SALES OPPORTUNITIES 


Not without a sense of humor, Spiegleman told about 
a woman customer who recently requested him to repair 
a bracelet that had a bangle containing a topaz. The 
customer then proceeded to pour out her troubles to 
the rather amazed, but courteous jeweler. It seems 
she had not been sleeping very well at night and a friend 
had told her to wear a piece of jewelry containing a topaz 
if she wished to remedy this situation. She was planning 
to wear the bracelet at night, but before she left the store, 
Mr. Spiegleman had sold her a pair of topaz earrings to 
wear during the day, much to her delight. 


To build business in a newly existing community takes 
time to develop confidence. It takes ingenuity, catchy 
ideas and campaigns, and above all the ability to spot 
a good opportunity for a sale and carry it through. With 
no knowledge of the prospective customers’ taste oF 
pocketbook, this must be ascertained and planned for, 
if a new business is to develop. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








‘Tourists 


(From page 92) 


fre tourist items, timing these to the occasions. At Sugar 
Bowl time, there are special Sugar Bowl ash trays, com- 
pacts and other trinkets and souvenirs; at Mardi Gras, 
there are jewelry traffic items in the spirit of Carnival; 
when the Crescent City’s Spring Fiesta rolls around, Leo 
Miller spots Spring Fiesta merchandise, and ties his 


signs in with the plantation home visits and French 


Quarter tours. 

“At each tourist season,” Miller reports, “we dress the 
windows specially for the kind of tourists who are in 
town at the time, and for the sp#it of the occasion. But 


we don’t stop with Mardi Gras, the Sugar Bowl, the ' 


Spring Fiesta, and other big events. This is a city that 
has a big tourist traffic all through the year. People 
come from all over the country to see the sights of one 
of America’s oldest cities, and there is a constant traffic 
through New Orleans to South and Central America. 
We don’t want to miss these month in, month out tour- 
ists either, so we keep the tourist windows that open into 
the Roosevelt Hotel’s lobby constantly trimmed with mer- 
chandise and ‘stopper’ signs that appeal to tourists. We 
offer them souvenirs—things theyll need while they are 
here, things to take home. 

“Sales to tourists don’t end, however, with the sale of 
a few traffic souvenirs. Sound second selling inside the 
store closes a lot of sales for really important merchan- 
dise. One of the things that makes tourist trade worth 
the jeweler’s while in planning special promotional efforts 
around it is the fact that tourists are usually in a buying 
mood when they’re away from home for a good time. 


In addition to finding a good location (preferably near 
a hotel or some object or place that attracts most tour- 
ists) and in addition to using his windows skilfully to 
stop and attract the tourist traffic Miller has other rules 
for success in getting the visitors’ business. 

One of these is rigid fair dealing. “We have been in 
business a long time,” he points out, “and one reason 
for our longevity is complete honesty. Many jewelers 
think that it’s necessary to lean over backwards in making 
adjustments, giving credits, and taking returns from local 
folks, but that with tourist business it isn’t necessary be- 
cause the visitors are here on Monday and gone on 
Wednesday. But this isn’t so. 

“In the first place, a reputation for being ‘slick’ soon 
spreads, and even though he’s strange in town, the tour- 
ist is quite likely to hear from bellboys, waiters and 
friends that you’re not a good man to deal with if you 
don’t take the same goodwill-selling pains with visitors 
that you do with local customers. In the second place, the 
foundation of any jewelry business is local. It’s the bread 
and butter of retailing. The tourist traffic can be cake, 
but without bread and butter, cake isn’t worth having.” 


Another point stressed by Leo Miller is the need for 
courtesy toward the tourist. “The one dollar customer 


gets the same immediate attention and heartfelt thank | 


you here that the one thousand dollar customer gets. 
Who knows? Next time, the dollar man may want a 
fifteen hundred dollar bracelet and go to another store 
for it if he didn’t like the service here.” 
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WATCH REPAIRING TO THE JEWELRY TRADE 


Since 1940 


One week's service on average overhaul jobs 


Cleaning ....... errr eT eee eee TTT TeT ee $3.00 
iself-winding - $1.00 extra) 
Cleaning amd Stef ...cccccccccivccccccccccce 4.50 
Cleaning and Mainspring ...............-.-++:: 3.50 
Cleaning and Stem and Crown ...........-.... 3.60 
OE ov nhb Was 660 6.608 0H Hs Hees ccceeeeeanse 2.50 
Stem and Crown only ...........-5-seeeeeees 1.75 
IOI 5 gee cccécncecssecen cee énnene 1.75 


Jewels - balance, roller, pallet (with clean) ea. .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


PO IE wawceccdecccecscecccaseeendige 1.00 
Pelse balance occ cc ccc cuitcoes ry oe 1.00 
Adjust escapement .....: eT Te TT TT TTT eT Tee ‘ 


aes 0 
Chronographs overhauled (plus parts). ...$8.50 - 10.50 
Dial refinishing - factory prices. 


All customers’ watches are fully insured while in our possession 
by our Jewelers Block Policy, issued by the St. Paul Fire and 
Marine Insurance Co. 


We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 


We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 


and carefully checked before returning to you. 


If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully guarantee, we can be of service to you. 
Repairs shipped "open" to well rated accounts. Terms: Net: 
10 days. 


We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually 
stocked. 





FF 120 ASSORTMENT AS 970 ASSORTMENT 

; only = hers a | only roller table, complete 
yore ori e " : 

| " minute wheel 2 , yoke bridges 

|! " setting wheel (inter- |} | minute wheel 
mediate} | “ clutch wheel 

-2 " clutch wheels 1 " hour wheel 

i hour wheel 2 “ 4th wheels, sec. hand 

3 click springs vot 

3“ clutch lever springs 7 — = 

2 " winding pinions | winding pinion 

YOUR COST $3.00 |] YOUR COST $3.00 

















Both assortments $5.70 or $2.85 each in lots of 2 or more. 


Terms: Net Cash—Postage prepaid when remittance accom- | 
panies order. 


Prices subject to change. 


FRED P. SMITH : 
6008 W. Belmont Ave., Chicago 34, Illinois | 
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L WATCH 


A Beautifully De- 
signed Pierced Motif 
Disappearing Bal! 
Watch. Newly Cre- 
ated Custom Made, 
Featuring Heavy 22 
Inch Gold Chain, 17 
Jewel Movement 
With Gold Dot Dial. 
Pat. Pending. 
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NEW YORK CITY, N. Y. 
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Where Do Profits Begin? 


(From page 102) 


it operates with healthy black ink. Just where the break. 
even point falls depends upon many individual cong; 
tions—and not least of these conditions, upon the variah), 
expenses and costs. These are the costs which force , 
higher breakeven point whenever the volume increase 

If the average jewelry store had no sales whatsoever in 
a given year, it would still have some costs, in the form of 
rent, minimum inventory, some wages, and other expense 
which are “fixed.” They remain the same regardless of 
the sales volume. But if that same jewelry store did , 


volume of $100,000 in the following year, then some of ji; | 


expenses would be higher than the expenses which were 
incurred when there were no sales at all. Wages, fo 
example, would probably be higher. There would be a, 
increase in the cost of the inventory. Advertising yp. 
doubtedly would cost more. There would be higher 
freight, postage and express costs. These expenses vary 
depending upon the volume of sales, and it is the variable 
expenses which produce the shifting breakeven point. 


Some expenses are partly fixed, and partly variable, | 


Wages and salaries offer one example. Taxes, too, vary 
somewhat, although they are fixed in that there js 
usually a minimum basic tax paid for being in business, 
Even rent might be a combination expense, in the case 
of a jewelry store which pays a fixed small rent, plus a 
percentage of its sales. 


BREAKEVEN POINTS EXPRESSED THREE WAYS 


There are three ways in which jewelers commonly 
express their breakeven points. One way is by dollars. A 
second way is by percentages of the volume sales. A third 
way is by “month”; that is, at which month of the year 
the business has passed its expense point and is going 
ahead to rack up profits. Some jewelers say, “In August, 
we will have paid our year’s expenses. After that, we're 
on gravy.” 

It doesn’t matter how you choose to express the poiut 
at which the profits begin. Most business men like to put 
it in terms of percentage of the sales volume. 

The first step in figuring a breakeven point is to sepa 


rate each expense item into classifications of “fixed,” § 
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“variable,” and “combination.” Most jewelers find that | 
this calls for more than a quick glance. Some accounls § 
which at first look appear to fall into either the fixed or § 


the variable groups actually are combination expenses 


You may do a certain minimum amount of advertising— Ff 


which is a fixed expense. But if you work on the accepted 
plan of allocating a percentage of the sales to advertising, 
then the advertising appropriation will probably increase 
past this minimum point if your sales are good. That 
makes it a combination expense. You may have a certai 
minimum number of employees. Their salaries are a fixed 


expense. If the receipts are good, however, the chances | 


are you will need more help to handle the work, and 9 
the payroll, too, becomes an expense item which slides 
with the volume of sales. 


PREPARATION OF CHART 


Once you have separated the expense items into fixed, 
variable and combination costs, the next step is to pre 
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imple. chart. (see illustration). A pack of graph 
paper from the dime store—cost, five cents—plus a good 
ncil or fountain pen are all the materials you need. 
Drafting experience is not needed. As long as you can 
draw a line from one point to another, you can make a 
chart which indicates the breakeven point for any given 
sales volume. It tells how much basic income is needed 
to break even, how much this increases as the variable 
cost accounts go up with the sales, and just where the 
profits begin to soar handsomely above the expenses. 


The horizontal lines represent sales dollars. The verti- 
cal lines indicate the months (or weeks) of the year. A 
common practice is to have two scales across the bottom 
of the chart—that is, two vertical line indicators. One is 
for the basic purpose of charting months or weeks. The 
other, which is supplementary, represents percentage 
points which tell where the breakeven point falls in terms 
of sales volume percentage. 


FINDING BREAKEVEN POINT 


To find the breakeven point for a year which has been 
completed, you first chart the path of the sales curve 
: (using figures from your regular bookkeeping records) as 
it went up from month to month. Next, chart the path of 
the variable expenses. Then the combination expenses. 
Finally, draw a line for the fixed expenses. 

Where the sales curve first began to zoom above the 
lines representing the expenses was the breakeven point 
for the completed year. 


Every jeweler sets a goal which he hopes to achieve 
each new year. From that goal, and the way it compares 
with the actual sales for the previous twelve-month period, 
it is fairly simple to project the probable path of the 
line which represents sales volume. The trend will be the 
same in all probability. It will differ only slightly, de- 
pending upon whether you expect the sales to increase 
or decrease. 


From information furnished by charting the previous 
year’s breakeven point, it is simple to estimate lines for 
the fixed, combination, and variable expense items for 
the year ahead—remembering that these, too, will follow 
the general path of the previous year’s curves, with slight 
changes which depend upon your expectations of in- 
creased or decreased volume and costs. 


Of what use is all this information to you? 


The real beauty of knowing where the profits begin is 
that it aids scientific management for profit. Some 
jewelers tend to think only in terms of sales volume, and 
not in terms of how many sales dollars will be left at the 
end of the year in the form of solid net profit. Knowing 
the breakeven point and the expenses which affect it per- 
mits more accurate planning in terms of profits. 

Knowledge of the breakeven point also helps the 
jeweler who wants to know from month to month how his 
progress compares with his plans for the year. Is he 
making the profits expected, or is he skirting too close to 
the point where profits stop? The answer is found by 
knowing where the breakeven point falls on the sales 
curve. 


Whenever the question arises of a change in operating 
procedure, sales promotion expenditures, payrolls, leases, 
or any other item which costs dollars, the jeweler who has 
a breakeven chart can tell quickly how his decision will 
affect the all-important matter of net profit—or loss. 
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A. DIAGONALE & SONS, inc. 


116 Nassau St. New York 7, N. Y. 


Tel. COrtiandt 7-4674 


JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglies, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 
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The night display of the Moon Jewelry Co. highlights a table setting to accent its sales appeal to brides. 


Makes Every Month a June 
For His Bridal Market 


One of the main objectives of this store is to obtain the confidence of 


brides, for it means a lifetime of service. This line of thinking has 


resulted in a steady year-round bridal business of a high average. 


B, RENDERING superior service to prospec- 
tive brides, the Moon Jewelry Co. of Tallahassee, Florida, 
has built up its sales as high as “a bride a day” with 
individual sales touching the $300 mark. 

Lester Moon, head of the store, has concentrated his 
operations on the bridal market on a year-round basis 
for more than a decade and, consequently, his beautiful 
store (one of three in Northern Florida) was designed 
with the idea in mind of offering a semi-private, dignified 
service to brides. Except for flatware, which occupies the 
prime trafic point to the left of the main entrance, all 
china, crystal, and gifts suitable for weddings are located 
on a separate mezzanine across the rear of the store. 


The main objective of the store is to attract brides-to-be 
to the mezzanine where Mrs. Priscilla Goodrich handles 
all gift problems. “Getting the bride’s confidence at this 
time means a lifetime of service to the family through 
future years,” Moon said, “and therefore all our mer- 
chandising operations are slanted toward making the 
store a logical shopping point where the engaged girl can 
solve her gift problems in one afternoon.” This line of 
thinking has resulted in as many as 30 brides served 
monthly during June and July, an average of 20 a 
month during the fall season, and 18 in traditionally 
dull February—all in a city of only 40,000 population. 


132 


The secret of such a success in the field lies in a Co- 
ordination of all the factors necessary to good selling 
and good service. First, the store’s architecture itself 1s 


(Please turn to page 142) 





The white and brown woodwork interior of this store 
give an appropriate decor to accent the bridal market. 
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—Htouse beautiful 


BETTER your home...better your LIVING 





A PREVIEW OF SALES-BUILDING IDEAS FOR YOUR STORE FROM THE PAGES OF JANUARY 
HOUSE BEAUTIFUL WHICH REACHES YOUR BEST CUSTOMERS ON OR ABOUT DECEMBER 20th 





CHINA SMASH 


Volume Sales in the Offing 


from January Industry Promotion 


House Beautiful is doing it again 
... in line with its constant efforts to 
build more sales for retail stores! 
The January issue is coming up with 
an across-the-board smash promo- 
tion of the china industry which is 
aimed at starting a parade of ready- 
to-buy consumers to your selling 
counters. 

Eight up-to-the-minute enlighten- 
ing editorials cover today’s china 
story from start to finish and offer a 


number of novelty suggestions to 
prompt more extensive collections. 
Singly, or together, they’ll spotlight 
with authority almost any tableware 
display theme you want to use with 
the merchandise you now stock. 

Hitch your store to this powerful 
selling force! Remember, your local 
prestige plus the fine product names 
you carry plus the influence of 
House Beautiful equals faster, more 
profitable selling! 








“DISHES THAT SAVE DISHES”’ 


An “oven to table” habit, to save dish 


washing and storage space, is advocated in 
one of the colorful January issue china 
editorials—a striking customer-stopper for 
your store. Pictured above is one of the 
full-color illustrations . . . ovenware that is 
decorative enough to look as much at home 
in the dining room, with its matching 
plates, as it does in the kitchen. The “Pink 
Ribbon” ramekins, casserole, covered soup 
bowl and plate are from Finland Ceramics 


& Glass Corp., New York. 
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THE PEOPLE'S 
CHOICE 


A vastly significant trend is ampli- 
fied in January House Beautiful . . . 
a naturalistic trend in best-selling 
colors, patterns and textures which 
should affect enormously your future 
plans for china and other tableware. 
Based on surveys of custom-mixed 
paint sales in 70 cities during 1950 
and interviews with 45 large manu- 
facturers of home furnishings, it is 
factual and statistical . . . and pic- 
tured in convenient form for easy 
reference. 

Watch for it! Use it as a guide! 
The information collected will be in- 
valuable to you in preparing your 
tableware promotions of today... 
in planning your orders for profit- 
able best-sellers throughout the com- 
ing year. 








Subtle repetition, tying the table setting to 
the main decorating theme of the dining 
room, ts one of the china editorial features 
in the forthcoming House Beautiful .. . 
and an excellent display theme for your 
store. Reproduced here is one of the illus- 
trations used. The “Honeysuckle” Syracuse 
plate is from Onondaga Pottery Co., Syra- 
cuse, N. Y., the “Napoleon Ivy” plate from 
Josiah Wedgwood & Sons, New York, 
N. Y., the Booth’s “Green Dragon” plate 
from Midhurst Importing Corp., New York, 
N. Y., and the two “Green Thumb” salad 
dishes from Castleton China, Inc., New 
York, N. Y. 





FREE 


COUNTER CARDS ARE 
YOURS FOR THE ASKING. 
TURN THE PAGE FOR COM- 
PLETE DETAILS. 
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WATCH FOR THESE PROMOTABLE EDITORIALS APPEARING IN 
JANUARY HOUSE BEAUTIFUL . . . DESIGNED TO BUILD BIGGER 
SALES FOR YOUR STORE OF CHINA AND OTHER TABLEWARE. 











WORE, COREA CHE TOUR. CAMs ois ccc cccceccvccsssceeses 73 
(2. 5 @ LMR. ae. ! werner rrr ee 74-75 
EERE TORE GAVE, COP CRIN, oo cee devericcesevsccwes 76-77 
HOW TO USE THE BELA-BEA TUE BDEA., 2.0.26 ccc cccccccsces 78-79 
ciysh Fi bf Bo ey 5 rere 80-81 
PURE WHITE CHINA—DARLING OF THIS DECADE....... 82-83 
ECHO YOUR DECORATING ON THE TABLE............... 84-85 
YOU CAN’T HAVE TOO MANY OF THESE................. 86 
RIGHT FROM HOUSE BEAUTIFUL 17. BLUE RIDGE DINNERWARE 


SKYLINE PATTERN 


A D V a ie as T b i Ss SOUTHERN POTTERIES, INC. 


18. WEDGWOOD CHINA 
FOR EASIER, MORE PROFITABLE SALES TIE-IN JOSIAH WEDGWOOD & CO., INC. 


YOUR FORTHCOMING PROMOTIONS WITH 





THESE FAMOUS NAMES FEATURED IN THE 
ADVERTISING PAGES OF JANUARY HOUSE 
BEAUTIFUL 


SILVERWARE 


15. GORHAM STERLING 
CAMELLIA PATTERN 


GORHAM COMPANY 





CHINA & GLASS 


16. BOOTH’S FINE ENGLISH TABLEWARE 
MIDHURST IMPORTING CORP. 











Hovse Beautilul 


Send for your 





SONOS ORD BARS 
: DS Ke ae 


FREE DISPLAY 





Send for your FREE House 
Beautiful Window and Counter 
Display Card this easy way... 





Circle the numbers below which appear beside the advertisements you wish 
mounted, fill in your name and mailing address and mail coupon to: Merchandis- 


ing Division, House Beautiful Magazine, 572 Madison Avenue, New York 22, N. Y. 
JC-JAN 


15 16 17 18 19 20 21 


NAME 





ADDRESS 





CITY ZONE STATE 
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Another ovenware illustration from the 
“Dishes that Save You Dishes” editorial jn 
January House Beautiful is pictured above. 
Play up this labor-saving theme in your 
displays. All ovenware shown here is by 
Shenango Pottery Co., New York, N.Y. 





| 


19. WEST VIRGINIA GLASS PUNCH SET 


WEST VIRGINIA GLASS 
SPECIALTY CO. 


* RUSSEL WRIGHT DINNERWARE 
RICHARDS - MORGENTHAU & CO. 


CANDLES 


20. TAPERLITE CANDLES 

WILL & BAUMER CANDLE CO., INC. 
Nationally-advertised hand-dipped candles 
with high turnover and 40% profit. Sell easier 
because: colors are consumer-tested by na- 
tional survey; Firm-fit End keeps candles erect; 
packed in pairs in convenient “Two-Pack”. 
Newspaper mats, folders, counter cards, win- 
dow streamers and display stand given free 
to dealers. Write for details. 


CLOCK — RADIO 


21. GE CLOCK-RADIO 
GENERAL ELECTRIC CO. 





* No counter card available. 





attractive table setting, reproduced from a 
January issue editorial, is a striking illus- 
tration of the American trend toward the 
elegance of natural forms, textures and 
colors. An iridescent shell for melon rests 
upon a dark-gleaming wood plate and a 
rough-textured, hand-woven raw silk cloth. 


The “Desert Sand” side plate has a stony 
texture. The green “Flare” glass is by 


Imperial Glass Corp., Bellaire, O., the 


“Craftsman” sterling by Towle Mfg. Co., 


Newburyport, Mass. 
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Store manager Murray 
shows an item to a 
customer. The display 
tables were specially 
made with storage 
space underneath. The 
shelves are on only 
one side. The other 
side has doors which 
cpen into the space. 





een-Agers Mean Business 


The House of Waugh jewelry store in Vinita, Okla., which believes in 
treating teen-age customers as grown-ups, has proved that this market 


means plenty of sales from the youngsters and their parents. 


Te House Of Waugh, Vinita, Oklahoma, 
directs their advertising and selling toward the teen-age 
group ... and it sums up to sound merchandising. 

Last spring, three weeks prior to graduation, Bill Mur- 
ray, store manager, and owner’s stepson, chartered a bus 
to take Vinita’s entire graduating class on a day’s outing 
at Grand Lake, a popular resort some sixty miles away. 

“We entertained the entire class of 72 seniors,” Mur- 
ray said, “with four of their teachers. Along with the 
lunch and outdoor sports popular around a lake, we took 
the whole class on a two-hour cruise on the Cherokee 
Queen where more refreshments were served and dancing 
was available.” 

This outing was, of course, nothing but a goodwill 
gesture on this jeweler’s part. While this store was re- 
cently opened, the firm also operates a jewelry store in 
Okmulgee, Okla., also known as The House Of Waugh. 

“Teen-agers,” said Murray, “set the pace for a new 

(Please turn to page 146) 
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by CHARLES TOMLIN 





Murray believes that one shouldn't worry about teen-agers 
looking at items beyond their price range. They can steer 
their parents into buying what they can't afford themselves. 
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Lortuom, Sterling 


One-Piece Knife Handle Story! 











| 
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News about the Gorham one-piece sterling 
knife handle is spreading fast among your 
customers. Particularly now that this news is 
being included in Gorham national magazine 
advertising. Remember, the new one-piece 
knife handle is your guaranteed assurance of 
greater Customer satisfaction. These handles can 
never loosen or rattle—they are dent-resistant, 
they. will actually withstand boiling water, 
and Gorham’s new manufacturing process per- 
mits deeper, finer delineation of pattern. What’s 
more, these new handles cut down drastically 
on handling of repairs. 

So you'll want to tie-in with this advertising 
in yOur store to give customers more complete 
details. Here’s how you can do it. 

Gorham will provide you—at much less than 





cost—a handsome counter or window display 
which dramatically tells the story of the one- 
piece handle. This display leads the customer 
through the important processes in the making 
of the new handle. What’s more, it points out 
the customer benefits built into Gorham knife 
handles. These are sales points you want to make. 

This new display is sturdy and handsome— 
made of wood, fine fabrics, and heavy display 
board. And it includes the two sterling process 
pieces (see cut)—alone, worth about $1.25. 

If you have not already received information 
about this display, or have not already ordered 
yours, just use the handy coupon below. You'll 
find this Gorham one-piece sterling knife handle 
display will make your store more attractive— 
your sales job easier. Write today. 


ee Please send me (_ ) One-Piece Sterling Knife Handle Displays, at 
— $2.00 per display. 





STORE NAME 


ADDRESS 





CITY 





ZONE STATE 
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THE GORHAM COMPANY, Providence 7, Rhode island 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section D—Vertical Script Letters—Parts 1 through 8 





Section D—Vertical Script 


1. Principles of construction as compared 
to ribbon alphabet and slanted script. 

. Cutting alphabet——capital letters. 

. Cutting alphabet—-lower case. 

. Cutting numerals. 

. Cutting names and dates. 

. Cutting three-letter monograms. 

. Cutting two-letter drop monograms. 

. Cutting three-letter drop monograms. 


(*Subjects completed in previous installments 
of series.) 


Ono und Wh 





| script is a 
beautifully-rounded and symmetrical 
alphabet, difficult to perfect only be- 
cause the cuts are so exacting in their 
execution. A shaky or uncertain cut 
is more easily detected than in the 
cutting of slanted script, which fact 
seems to be true concerning all of the 
vertical single-cut alphabets. 

In approaching the vertical script 
alphabet, think of it as primarily the 
same as ribbon in design, with the 
extra loops or “tails” eliminated. In a 
sense, it is stripped bare of all unneces- 
sary ornamental additions, leaving only 
the essential letter formations. Since 
this style is always done on a much 
smaller scale than the ribbon alphabet, 
the plainness of the design enhances 
the beauty of the letters; any added 
decorative curls or loops would tend 
to detract from the simplicity and 
charm of the work. 

Vertical script, while not as much 
in demand as slanted script, definitely 
has its place and must not be slighted 
or considered an unimportant alphabet. 
Instances often arise where script is 
wanted but the slanted style will not 
conform to the available space; such 
as on some silver flatware patterns 
having narrow spaces for engraving. 


1. PRINCIPLES OF CONSTRUCTION 
Vertical script has the same funda- 
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mental design as ribbon. See Figure 
42. The nature of cutting is the same. 
Only one line is used as compared with 
five to seven in ribbon. It is different 
from slanted script in cutting. All cut- 
ting in vertical script is continuous 
until a clockwise turn is encountered, 
then the graver is lifted. In slanted 
script the graver is lifted at the end 


of each shade line. Vertical script is 
easier to cut and presents a better ap- 
pearance if designed much rounder 
than slanted script. The short turns 
are more easily made on a circle than 
on a slender oval. In cutting, the main 
thing to learn is how to start from a 
hair-line, roll the graver over into a 
wide shade line, and roll back to a 


Ho hd (04) HFG Ho 
GEIB Mos’ 6 
VD ROB DS Uo VW 


WW" tod OD 


y} DO. OD 
WUTC 7 


S2d4o 
67890 


oy Gonalfor 
lizabelly Hoewe 


Figure 42. Vertical Script. 
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here Is no substitute for 






THE WORLD’S 
MOST PERFECT 
SHOCK-ABSORBER! 


Watches work best and sell best 

when they’re protected against shock by IncaBLoc! 

This has been demonstrated 40,000,000 times 

in INCABLOC’s unequalled sales record. No other shock-absorber 
ean lay claim to INCABLOC’s peerless protection 

or well-deserved prestige ...80 don’t settle for second-best. 
For your protection and your watches’... 

beware of substitutes! Insist on INCABLOc— 

the only shock-absorber of its kind! 





Cushion the Shock with 


ww GCABLSG 


THE “FOOLPROOF” SHOCK-ABSORBER 

















v, *. AES 


NATIONALLY ADVERTISED IN FORTUNE 


write for literature, tags and other valuable promotional material 


The American Incabloc Company, 366 Fifth Avenue, N. Y. Factories: La Chaux-de-Fonds, Switzerland 
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hair-line and again into a shade line 
and so on. Note: Three-sixteenths of 
an inch is the maximum height for 
vertical script alphabet, practice the 
letters are required a ribbon cut would 
be more advisable. 


2. CUTTING CAPITAL LETTERS 


Before cutting capital letters in the 
vertical script alphabet practice the 
usual constructional stems and double 
cuts shown in Figure 39 A, B, C and D. 
When these are mastered, make a plate 
of capital letters. 


3. CUTTING LOWER CASE LETTERS 


The lower case alphabet goes well if 
letters are designed short and _ fat. 
Practice “a-c-e-o,” “m-n-v-w.” “‘b-d-f-h- 
k-]-t,”  “g-j-p-q-y-z.” and = “r-s-u-x-i.” 
Then add the lower case to the plate 


on which capitals were cut. Note: The 
lower case letters may be one-third to 
one-half the height of the capital letters. 


4. CUTTING NUMERALS 


Design and cut numerals. Add to 
the same plate. Note: The numerals 
are two-thirds the height of the capital 
letters. 


5. CUTTING NAMES AND DATES 


Design and cut single names, com- 
plete names, and names and dates to- 
gether. Begin cutting names of maxi- 
mum height, gradually reducing size 
until the smallest possible letters can 
be handled satisfactorily. Construc- 
tional layout for this type of work is 
exactly the same as explained and 
illustrated under Section B—Script, 
Item 5. 


6. CUTTING 3-LETTER MONOGRAMS 


Design and cut three-letter mono. 
grams—large at first, gradually reduc. 
ing size. Constructional layout js shown 
in Figure 41. 


7. CUTTING 2-LETTER DROP 
MONOGRAMS 

Design and cut two-letter drop mono. 
grams. Constructional layout is shown 
in Figure 41. 


8. CUTTING 3-LETTER DROP 
MONOGRAMS 

Design and cut three-letter drop 
monograms. This type of monogram jg 
widely used and is especially adaptable 
to vertical script. It deserves more 
time and effort than any other phage 
of vertical script. Refer to Figure 4] 
for suggested looping arrangements, 


Section E—Roman Letters—Part 1: Drawing on Paper 





Section E—Roman 


. Drawing on paper—Modern Roman Al- 
phabet and numerals; principles of con- 
struction. 

. Cutting stems and serifs. 

. Cutting alphabet. 

. Cutting numerals. 

. Cutting names, dates and inscriptions. 


(*Subjects completed in previous installments 
of series, ) 


Wd WR 





A. this stage in the 


course program, the student has cov- 
ered the alphabets most difficult to 
learn; difficult both in design and in 
cutting. The script, ribbon and vertical 
script alphabets involve more artistic 
designing than mere mechanical copy- 
ing. 

As an introduction into the block 
varieties of engraving the Roman alpha- 
bet serves very well. It is cut to best 
advantage using the same script or 
square graver with which the student 
is already familiar. 

It is pointed out here that for en- 
graving, lower-case block alphabets are 
rarely used; instruction will be con- 
fined to the capital letters. Under the 
block category will fall the Roman al- 
phabet, Simple Block, Capped Block, 
and Gothic, each a distinct style. 

Upon completing the Roman alpha- 
bet, experience with the square graver 
will be well-rounded and _ instruction 
with differently designed block gravers 
will follow as an entirely new phase 
of the art of engraving. 


1. DRAWING ON PAPER 


Design on paper the modern “Ro- 
man” alphabet and numerals. Figure 
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43. This alphabet is a standard alpha- 
bet used by printers, sign painters, card 
writers, etc. Refer to the designing 
“key” shown by the sketches in Fig- 
ure 44 for basic letter formations. The 


original alphabet has different propor. 
tionate widths for various letters. Art- 
ists and sign painters generally use the 
alphabet in its correct proportions, but 
(Please turn to page 169) 


ABCD EF GHId 


Figure 43. 
Roman capitals 
and numerals. 


ALMNOPQRST 


UVWXYZ, 8. 
1934567890 





Figure 44. 
Designing key 
and cutting 
procedure for 
Roman alphabet. 
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4 THREE CUTS UP, ONE Down, 
2.F4as7T SERIF CUFF 

wF 29 ANDO JRO SERIA CUT: 

Y. ENLARGED SEAIF CUTS. 

5 ONE CUT UP, ONE CUT DOWN. 

_.. 6 FIRST SERIF COT; 

JF ANO AND 24D SERIE CTS. 

&. ENAARGCED SERIE CHuTS. 

9. FIRST CeTS AFTER VERTICAL STEMs 
40. FIRST /NSIDE CRUE 7 
4. INSIDE AND A T CeRseE CuTss 
44, ALK CUTS INCLUDING SERIFS. 
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YOU CAN STAKE YOUR REPUTATION ON 


hort OTe” 


BLADES! ~ 












ne 


Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 


Prices 


and illustrations 
gladly furnished 





NORTHAMPTON CUTLERY COMPANY e 


ESTABLISHED 1671 





MORTHAMPTON 2, MASS: e 


















Christmas 


“Glory to God 
in the Highest, 
and on Earth 
fivace 


Goon Will 
Coward Hen” 


Luke 2:14. 


Jos. B. Bechtel & Co., Inc. 


ESTABLISHED 1894 


Wholesale Jewelers 


WATCHMAKERS TOOLS AND SUPPLIES 
729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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Every Month a June 


(From page 132) 


ideally designed so that no distraction will interfere with, 
nervous bride-to-be’s consultations. Second, Moon Jewelry 
Company carries a tremendous choice of patterns in open 
stock sterling flatware, china in imported and domestic 
patterns, and crystal. There are 65 patterns in flatware 
staple in the inventory, 70 patterns of open stock dinner. 
ware, and 35 in crystal, a choice which few stores in the 
state, even in huge Miami or St. Petersburg, can dupli. 
cate. Lastly, a smoothly operating merchandising pro. 
gram which regards every bride as a permanent customer 
swings into action as soon as the girl’s engagement ap. 
nouncement appears in local newspapers. 

Like most jewelry stores, Moon Jewelry Company scans 
society pages in local newspapers for engagement ap. 
nouncements. The following morning, Mrs. Goodrich, 
who takes charge of every bride, follows up with a hand. 
somely engraved card, mailed special delivery, which 
reads “For many years, the Moon Jewelry Company has 
had the pleasure of offering beautiful silver, china, glass 
and jewels for the consideration of the bride, her family, 
and her friends. May we have the pleasure of assisting 
you in your selections?” One day following the card, 
which itself resembles a wedding invitation, the first of 
Moon Jewelry Company’s real innovations, in the form of 
a complete packet of literature, goes out. Included in 
this are samples for formal cards, personal cards, wed. 
ding invitations, reception invitations, and a booklet with 
price list which makes it possible for the bride to order 
all of her printed or engraved needs merely with check 
marks. 


GIFT TO BRIDE FOLLOWS STORE VISIT 


While Moon Jewelry Company gives every bride a 
bread and butter set in the sterling pattern chosen after 
the selection has been made, and tea spoons to girl high 
school graduates of Tallahassee schools, no gift precedes 
the bride’s call on the store. Instead, Moon prefers to 
offer the gift as the store’s contribution to the wedding, 
rather than as a “teaser” to get the engaged girl into the 
store. 

Meanwhile, the original clipping and photo of the bride- 
to-be is cut out, and pasted up on an individual page in 
a huge leather bound “Brides’ Book” which the store has 
maintained for many years. It appears on a table in the 
center of the balcony china and crystal department, and 
pictures remain permanently in place. “Many of our 
brides like to come back year after year and look at 
their own photos” Mrs. Goodrich said, “and so do the 
relatives. Whereas most of today’s young married will 
lose their original clippings in moving about, the picture 
pasted up in our album will be there at any time, for 
reference, or just because the bride herself wants to look 
at it.” 

Alongside of the photo, the name of the pattern chosen 
in each of the three table items is written in handscript, 
for the benefit of relatives and friends, both before and 
after the wedding. 

After these opening steps, Mrs. Goodrich expects 4 
70 per cent or better response. Where none is forthcom- 
ing, she telephones a few days later, congratulates the 
bride-to-be, and repeats the invitation to visit the store, 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















eT tf —————/!_= 

















ol aa a le halt 








making an appointment if possible. “It often requires a 
bit of persuasion and explanation to get the younger girls 
in,” she explained. “Many of them feeling that a visit 
to the store involves high expense or too much time. A 
phone conversation usually dispels that impression com- 
pletely.” : 

Instead of the usual brides-book form of registration, 
Moon Jewelry Company has developed a simple card 
which the bride uses in making her selection. A space 
at the top provides for the girl’s name and address, while 
another provides for the name of the pattern. Beneath, 
every item is listed, so that only check marks are re- 
quired to make a selection, no matter how many pieces 
are involved. On the table in the center of the all-white 
department are sample engravings, wedding albums, 
photo books, etc., all of which may be ordered on the 
same form. Spaces are included for entering gifts from 
the capacious gift shop. The absolute simplicity of the 
form and the many items it covers has led to $300 to 
$500 average for each bride served. 

The balcony china department is laid out for easy 





“Crowds Flock Wright-Kay to See Gold 
Tea and Coffee Set 


On the 650th anniversary of the instituting of the Hall 
Mark, Adie Brothers, English silver firm, made a mag- 
nificent 18-karat gold tea and coffee set which has been 
on a tour of the U. S. At the Wright, Kay & Co. Jewelry 
Store in Detroit, a thousand visitors came to see it on 
the second floor of the store on the first day. When the 
set was placed in the window that evening, the night 
when stores remain open late in Detroit, crowds literally 
blocked the sidewalk. Percy K. Loud, president of the 
jewelry company, estimated that 10,000 people at least 
saw it. 

“We were fortunate in securing an old time British 
Bobby,” Loud said. “I guess he had been retired for the 
last 10 or 12 years, but he still did his best to stand up 
straight and we wanted someone that was authentic to 
wear the uniform.” At the showing, a British flag was 


placed behind the Bobby, while the Pinkerton man stood 


before an American flag. 





Left to right: Perey K. Loud, president of Wright, Kay; Mrs. Henry 

- Joy who is exactly the same age as and bears a striking 

resemblance to Queen Mary, and British Consul Dawson-Morey 
inspect the gold tea and coffee set. 
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BEATTIE 


jet LIGHTER 


x The only lighter with the 
flame you can point. 


Equipped with wicks that 


need no replacement. 


TILTED .. . jet 
flame for pipes 














UPRIGHT... for 
cigarettes and cigars 


















®@ Consistently advertised in national magazines with 
increased schedules planned for 1951! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 


Retailing at: 
Heavy Silver Plate $8.00 
Heavy Gold Plate, 


Heavy Nickel Plate $5.00 

Pigskin or Black Morocco $6.50 

Satin Chrome $6.50 Leather Covered $12.00 

Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $22.50 
Desk model, custom built body, genuine Leather $8.00 


¢ Also Beattie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 


Name 





Firm Name..: 





Address 
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Not an imitation 

diamond ... but an 
amazing man-made “Gem” 
in a class by itself. It is clear 
in color and has much more 
brilliancy than a diamond. 
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With every order of "Rutile," we |; 
will supply a 2 column newspaper |: 
mat with above heading and fea- |: 


turing two rings set with "Rutile." [2 
i HENRY 


5 
s 
LAPIDARY, INC. . 


73 WEST 47™ ST. PHONES: PLAZA 7-4815 
NEW YORK 19_.N. Y, PLAZA 7-4816 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son | 


~ MADISON AVE. MEMPHIS |, TENN. a 
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selection of each pattern and accessory pieces. Resem. 
bling a shallow U, it contains bin after bin of spotless 
white woodwork, and shadowboxes containing a startey 
set or place setting, identified with name, price and 
description. Silhouette letters identify domestic and jm. 
ported stock. There are comfortable lounges for the 
brides-to-be, and chairs grouped around a desk at the left 
where Mrs. Goodrich carries out most of the card-filling. 
Two stockrooms maintain a complete stock for filling in 
any of the patterns shown, an important time and work 
saver for the store. 


TABLE SETTING HELPS GIFT PURCHASERS 


When the choice has been made, a complete table set. 
ting of the pattern selected is always set up on the balcony, 
to aid wedding guests in gift purchasing. Even with many 
weddings to be contended with, Moon Jewelry Company 
can always display a table setting for at least a week, and 
a bride’s relatives or friends find gift buying simplified. 


In the event that the basic sterling, and all china and 


glass are purchased, the brides’ card shows a list of 
figurines or accessories which may be added. 


Crystal appears in three “windows” of dark walnut set 
among the white bins which display china. This unusual 
contrast has led directly to better crystal sales, so that 
few brides select one without the other. 


Moon’s own gift to the bride arrives after all the other 
gifts have been delivered, and is always a pleasant, well- 
appreciated surprise. The bride is reminded that her 
picture will stay on view in the album at the store as 
long as she will permit it; and no bride to date has 
refused. 


Thereafter, the bride’s name is filed away in an auto- 
matic file system which is checked daily for anniversaries. 
“We never lose contact with the bride, even though she 
may move away from the city” Mrs. Goodrich said. 
“Each year after our first service to her, we send a hand- 
some anniversary card with the store’s compliments. 
Even though some of our newlyweds moved to other dis- 
tant states, we are still receiving orders for china and 
silver from them. In this way we keep the original good- 
will alive for many years.” 


PATTERNS ROTATED IN YEAR-‘ROUND WINDOWS 


Backed up with a weekly newspaper ad on one, two, or 
all three of the “basic items,” a year-round window dis- 
play which rotates all patterns through the window at 
least once every twelve months, and the good-will built 
up by gifts and anniversary cards, Mrs. Goodrich’s de- 
partment is a natural stop for any engaged girl, and 
many who are years away from marriage. 


“Through recent years, we’ve been encouraging gitls 
at the University of Florida to come in,” Mrs._ Goodrich 
said. “While few of them are local girls, and thus will 
be likely to buy their china and glass from another 
jeweler in their home towns. We have found that it is 
good for the industry as a whole to educate them to pat- 
tern selection in each field. We have constantly requested 


each of our local girl customers to bring in her college © 


friends, and spend as much time with them as possible 
in explaining manufacture, use, and traditions of the 
items concerned. Not infrequently, girls who enjoyed 
their visit to the store will order complete sets of silver, 
china or glass to show their good will. Thus, we extend 
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our services far beyond our immediate range.” 

As a final note, one of Moon’s most outstanding stunts 
has been “night display.” Behind the all-glass doors lead- 
nto the store, illuminated by a single spotlight, a 
complete table setting with the name of the prominent 
local girl who chose it appears every night in the year. 
This “personalized display” keeps a stream of traffic 
visiting the store every evening and sums up the excellent 
merchandising techniques which built an outstanding 


bridal-service success. 
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Jewelers Eligible for ‘‘Retailer of Year” 
Award 


The scope of the Brand Names Foundation “Retailer 
of the Year” award program has been enlarged this year 
to include awards to retailers in each of 17 categories of 
retailing, of which jewelry is one. For the past two years 
since this program was begun, the entries were restricted 
to department stores only. 

Brand Name “Retailer of the Year” awards will be 
presented to the merchants—one from each classification 
—who have presented the most outstanding promotions 
emphasizing the benefits of America’s brand competitive 
system and the reliability of branded products to the 
public during 1950. 

Stores competing for the awards may do so by sub- 
mitting one of three types of brand promotions: (a) a 
single institutional promotion of all manufacturers’ ad- 
vertised brands; (b) promotion of a specific manufac- 
turers advertised brand; or (c) presentation of the 
store's year round brand promotion program. 

Judging will be on the basis of: (1) degree of co- 
ordination throughout the store (windows, in-store dis- 
play, newspaper, radio and other types of promotion) ; 
(2) extent that the benefits of the brand competitive 
system are explained to customers; (3) originality; and 
(4) sales results. 

Nominations for these awards may be submitted by 
qualified store executives or by interested representatives 
of such companies and organizations as newspapers, radio 
and TV stations, trade magazines, transit and outdoor ad- 
vertising firms, advertising clubs, and retail divisions of 
chambers of commerce. Winners will be selected by the 
Foundation’s Retail Advisory Committee, comprised of 
21 outstanding retail executives representing most fields 
of merchandising. 

Stores who wish to compete in these awards only have 
to submit in a letter to the Brand Names Foundation, 37 
West 57th St., New York 19, what they have done dur- 
ing the past year in promoting brand names. From 
these letters a preliminary selection will be made and 
those stores selected will be asked to submit samples of 
the job they did. Final judging will be done on this 
material on the basis of those points set forth above. 

In addition to the “Retailer of the Year” award, cer- 
tificates of distinction will also be presented to the five 
stores in each category who are runners-up to the winner. 
All presentations will be made on Brand Names Day, 
Wednesday, April 11, 1951, at the Foundation’s sixth 
annual all-day conference at the Waldorf-Astoria in New 
York City. Closing date for preliminary entries is Janu- 
ary 10, 1951. 
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Especially in jewelry stores, merchandise that is 
plainly marked is easier to sell. Price-marking done 
with a Monarch “Tri-Marker” price-marking ma- 
chine makes the right impression on customers, 
gives the right information to salespeople. And it 
is more economical than untidy pen or pencil price- 
marking! The Monarch “Tri-Marker” price-mark- 
ing machine pays for itself in time saved, errors 
avoided. Any employee can quickly learn to operate 
it at top speed, 

Monarch “Tri-Marker” price-marking machine 
is designed for rapid, accurate price-marking of 
jewelry, books, art and gift wares. Price-marks jew- 
elry tags in 3 sizes, ring tickets in 3 sizes, and 8 sizes 
of gummed and Senso labels, all in rolls. Automatic 
stop counter and rewinder for labels is optional. A 
turn-back reset counter is regular equipment. 

Send for illustrated folders; also samples of 
Monarch jewelry tags and labels price-marked on 
the Monarch “Tri-Marker.” 











tue Monarch 
MARKING SYSTEM COMPANY 


World's Largest Manufacturers and Distributors of 
Merchandise Price-Marking Equipment and Supplies 








Toronto, Canada ® DAYTON, OHIO ©® _ Los Angeles, Calif. 
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¢ Tarnish Proof, Moth Proof Tatas Ceetheaten ele “Dooke 
Dirt, Dust and Moisture Proof problem completely. Said 
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Envelope type Vinylite protectors in several sizes are interchangeable 
for flat and hollowware silver, china or linen. Roll-type units with 
12 or more pockets for flat silver. Roll unit for 6-pc silver place 
setting is marvelous for "bride-trade." Designed by Lucile Whittier. 


Now nationally advertised. Among units available and list prices: 


Trim Units for 6-pec Flat Silver place setting.............. $1.25 
Trim KIT for 72-pe Flat Silver service.................... 6.75 


12 Units, each 15x19"... .$5.00 6 Units, 12x13" ....... 2.00 
16 Unrts, Ass't Sizes ... 5.00 | Unit, 18x24" ....... 2.00 
3 Units, each 16x20"... 2.00 | Unit, 24x30" ....... 3.00 


| Shelf Protector, 27" deep by 36" wide ................. 1.00 
| Complete SILVER TEA SERVICE PROTECTOR, 32x19x14". 3.00 
| Flat Silver Tray Storage Protector, 18x18" ............... 


THE TRIM Company imine 


2669-JCK Cascade Springs Drive, Ada, Michigan 
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Teen-Agers Mean Business 





(From page 135) 


store operation; they are just about to enter the Stage 
of acquirement. The older set have passed this stage, o; 
are “set” in their buying habits and it is difficult to weap 
them away from their original sources of supply.” 

Murray’s first problem, being newly-established, wag 
to get himself acquainted. 

“These youngsters,” said Murray, and he should know 
being just a few months out of college himself, “like to 
be called by their first name. It flatters them to be recog. 
nized.” 

A few days following the outing, a girl walked jp, 
called Murray by name, and thanked him for the wonder. 
ful time she had on the picnic. Her daddy, she said, had 
told her to go where she liked and choose the watch she 
liked for her graduation present and he would pay for it, 

She selected a watch and took it with her, charged to 
daddy. Murray had never seen “daddy” and didn’t 
know who he was. He didn’t know whether “daddy” was 
going to pay for the watch by check or on the installment 
plan. A risky method of doing business? 

“Tt was obvious,” said Murray, “that the girl came 
from a reputable family. Besides, she went around with 
a nice set which I learned at the picnic. Letting her have 
the watch as I did entailed no risk at all.” 

Before Murray got around to sending “daddy” a state. 
ment, he walked in, introduced himself, and paid for the 
watch. 

This was the first time he was in the store. 

“You have a nice store, here,” he said to Murray. 
“This is the first time I’ve been in a jewelry store in over 
fifteen years!” Murray invited him to look around. Be. 
fore he left, he bought an expensive lamp for his wife. 

At Christmas time, Murray hired two seniors to work 
in the store. One was a clerk, the other a gift wrapper. 

“This is just good sound business,” said Murray. “l 
picked two popular girls . . . and the most popular girls 
have no reluctance about working in a jewelry store, I’ve 
found. Right away, their friends started dropping in to 
see them. Nine out of ten of these girls would never have 
crossed our threshold otherwise.” 

One girl came in to see her friend and go to lunch 
with her. While she was waiting, she looked at some 
wedding sets in the case. When the clerk finished, she 
came up and introduced her friend to her boss. 

Following the introduction the girl friend said to 
Murray, “You have a wonderful selection of wedding 
sets. Daddy is going to buy Mom a new set to celebrate 
their twenty-fifth anniversary. I’m going to bring Daddy 
in.” 

“Be glad to show him what we have,” Murray answered 
and dismissed it from his mind. Teen-agers are forever 
trying to give the impression they manage their parents. 

In a few days the girl friend came in, bringing her 
father with her. Together they selected the wedding set, 
the father buying what his daughter liked best. 

“These teen-agers,” said Murray, “are hep! They 
know what’s currently popular and they'll let you know 
what you should have, if you haven’t got what they 
want.” 
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These teen-agers also buy gifts and Murray has more 
space devoted to gifts than he has jewelry. 

“It takes space to feature gift items, Murray went 
“You can’t crowd items together and expect them 
to sell. That is, if you are handling distinctive pieces, 
and a jeweler has no license to offer inferior ones. 

Vinita is not too far from Tulsa, Okla. And Tulsa 
supports one ultra exclusive gift house. Customers want- 
ing to make an impression used to go to Tulsa. 

But as one very social-minded woman told Murray: 

“T can offer a gift from here with the same pride and 
confidence it will be appreciated as if I bought it in 
Tulsa.” 

By the way, this customer was introduced to The House 
Of Waugh by her daughter who said: “I just had to drag 
Mama in the first time to see for herself.” 

Already, some of the seniors have come in to buy their 
engagement ring from Murray whom they informally 
call “Bill.” 

“These teen-agers,” Murray explained, “won’t hold still 
for any stuffed-shirt formality. They aren’t going to give 
me the edge by referring to me as Mr. Murray. They 
feel up to my age and don't figure my seniority in years 
gives me any special privileges to feel or act superior. 
And this is not a display of lack of respect. If I wasn’t 
respected, they would not patronize me. They have their 
own brand of respect and their own way of showing it.” 

“Seldom does one teen-ager come in to shop by her- 
self or himself,” says Murray. “Usually they come in 
pairs, and being rather free wheeling in their approach, 
they asked innumerable questions. If this is an annoy- 
ance, they sense it and provoke you more before depart- 
ing empty handed to buy where they are welcomed. 

“For me,” Murray concluded, “their pranks and 
laughs pep up my business day. Often, it taxes me to try 
and fit their taste with the amount they can pay. But 
they accept these limitations good naturedly and with 
a philosophy older people could well acquire.” 

As Murray said . . . any business has to be built from 
some foundation. The teen-agers are just entering the 
age of acquiring and they can be expected to be good cus- 
tomers for several years. As youngsters are forever turn- 
ing teen-agers there is a continual fresh supply coming up 
to cater to. 
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Lounge for Customers Increases 


Good-Will 


On the theory that while a jewelry store may be an 
exciting, interesting place to visit, it usually is not 
equipped for customer relaxation in any way, manager 
Fred Russell of the Kortz & Son Jewelry Store, at 8th and 
Santa Fe, Denver, Colorado, has provided a comfortable 
“customer lounge” in the center of the store. 

“There are many instances in which the ability to offer 
the customer a comfortable chair while making up her 
mind over a purchase will help to win a sale,” Mr. Rus- 
sell said. 

Providing space for such “thinking it over” are two 
leather divans in the center of the store, set side-by-side, 
and facing in opposite directions. Between them is a 
magazine rack, in which Mr. Russell keeps stocked fresh, 
popular periodicals, for the benefit of people visiting the 
store along with a customer. 
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Stainless Steel $4.00 With beautiful 50 With beautifully 
Plain Cli $4.00 ba. +) $7.56 = nl KEYSTONE 
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3:95 match gold watches 2.50 Adjustable Clips 4.95 
RETAIL RETAIL-tox incl. RETAR 
Aliso obtainable in 10 Kt. All Gold 
$80.00 es10n¢ $75.00 ieee | 


Scientifically designed by jewelry craftsmen for the jewelry trade 


NO OTHER METAL WATCH BAND HAS THESE FEATURES: 

@ Resilient, stainless steel, non-corrosive, non-magnetic 

and perspiration proof. 
@ Adjustable clips with sliding device to fit any watch, 

relieving strain on watch case lugs. 
@ Watch can be attached in 30 seconds. @ Ideal for hot weather. 
@ Nothing to get out of order. @ Shock absorbing. 

@ Instant sales appeal. 


Immediate delivery Ordernow @ Small 6'%"'—Medium 6 % “—Large 7” 
5/8” Lug width or 11/16” Lug width 


Dove Yecae WAH BANDS 2.ineo rns 

















Sold exclusively through the wholesale trade + If your wholesaler cannot supply you, write direct. 
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Quality 
Findings 
All Shown In Your W. R. C. Catalog 


Order Thru Your Material Jobber 


W. R. COBB CO. 


101 Sabin Street, Providence 3, R. I. 


New York Office, Chicago Office, 
320 Fifth Avenue 29 East Madison Street 
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4. Old Design Reproduced 


5. Steak Set 





1. Lobster Cabaret 





3. New Dinnerware Design 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Lobster cabaret—ceramic service in leaf-and-lobster de- 


sign painted in gay red and green; about 15 different items 
in same style; 18 items in similar tomato line. Made by Brad 


Keel, sold by Paul A. Straub & Co., Inc., 19 E. 26th St., N.Y. 


[] 2. Originally designed as a port wine decanter set, this 


richly cut Belgian glass is adaptable for service of many 
liqueurs. In either clear or cased glass, the set retails 


at about $60. From Val St. Lambert, Inc., 9 E. 55th St., N.Y. 


[] 3. "Peony"—new china dinnerware pattern in soft shadings 


of pink with leaves toning from green to pale amber, done on 
pearl-embossed shape and finished with gold; 5-pc. setting 
$14.75 retail. By Castleton China, Inc., 212 5th Ave., N.Y. 


[] 4. Reproduction of Bristol Delft design dated back to 1652 


is handpainted underglaze in green, pink, purplish-blue; re- 
tail $5.85 for 5-pc. setting. Made by Bristol Pottery, England; 
in open stock from Fondeville & Co., 149 5th Ave., N.Y. 


[] 5. This 12-piece steak set, with its South African Cape 


Horn handles, has forged stainless steel knives and 4-tine 
forks, all with mirror finish; in cushioned gift box, retail 


$42. From Hambro House of Design, 19 E. 53rd St., New York. 
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Warmest Greetings 


To Our 
Many Good Friends 


We think the most enjoyable thing about 
the holiday season is the opportunity it 





gives us to sincerely wish you much personal 


happiness in the coming year. 


We will meet you at the 
Pittsburgh Show 
Chicago Show 
Dallas Show 





CASTLETON CHINA 


Incorporated 


212, Fifth Avenue, New York 10, N. Y. 
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2. Glass Shrimp Server 





4. Bent Glass Pattern 





5. China Accessories 
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3. Metal 
Flower Bowl 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. "Kings" pattern in Spode's Lowestoft ware, added recently 


CI 


to New York stock, has been used by the King's Regiment 
since about 1810. It is done in Chinese lacquer red and co- 
balt. From Copeland & Thompson, Inc., 206 5th Ave., N.Y.C. 


2. New shrimp server in crystal glass is made either with 
or without the tall base shown here. With base it retails 
for $6.60; without, for $5. Lower bowl holds shrimp, upper 
bowl, sauce. From Duncan & Miller Glass Co., Washington, Pa. 


3. Classically simple in line is this footed bowl for fruit 
or flowers—one in a wide range of gift items in Ramona solid 
brass and copper with baked finish. Bowl retails at $7. From 
Alexander & Whitt Corp., 153 W. Avenue 34, Los Angeles. 


4. Round platter in bent glass decorated with bird design 
is one in new Series priced from 50¢ to $10. Designs appear 
in indestructible colors ranging from pastels to brilliant 
tones. By Daniroca, Inc., 2032 Broadway, Santa Monica, Cal. 


5. Here is part of a new line of china accessories designed 
by Kathi Urbach; background either white or terra cotta with 
motifs in gold or white; ranges from decanter, retail $15, to 
coaster, $2. Sold by Claude M. Sperling, 225 5th Ave., N.Y.C. 
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The Chicago Gift Show—'‘the complete quality show” brings you 
the country’s most representative lines of giftwares and decorative 
home accessories. Now, in addition to the four floors at the Palmer 
House, the La Salle Hotel offers 100 comprehensive displays of 
top-ranking saleable merchandise. 


SINCE 1924 AMERICA’S FINEST GIFT MARKET 
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FEBRUARY 5 to FEBRUARY 16 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 
E. L. Fondeville, President; Henry Underberg, Vice President; George F. Little, Managing Director . 220 Fifth Avenue, New York 1, New York 
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1. Formal Dinnerware 























3. Old Queensware Pattern 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Deeply encrusted leaf design in gold circles, each piece 
in this formal service in Theodore Haviland china done on 
the "Priscilla'’ shape. Gold knobs and handles complete the 
design. From Haviland & Co., Inc., 26 West 23rd St., N.Y. 


[] 2. New grouping of plain, hand-cut pieces in the "Revere 
pattern to go with modern stemware designs, includes four 
sizes of plates, 5" bowl, 8" rimmed soup, 9" salad, cream 
soup, coffees. Made by A. H. Heisey & Co., of Newark, Ohio. 


[] 3. “Husk” design in Queensware, used originally nearly 200 
years ago in Williamsburg, Va., now reconstructed from frag- 


ments found there in recent years. Done in grayish-purple 
tone. From Josiah Wedgwood & Sons, Inc., 24 E. 54th St., N. Y. 


[] 4. Buggy, fringed surrey, Victorian carriage, New England 
bob sled, Hansom cab, and Buffalo cutter sleigh are included 
in miniatures added to Poppytrail "Nostalgic Group" of ash 
trays, planters. From Evan K. Shaw Co., 527 W. 7th St., LA 


[] 5. "Golden Line" in hand-spun jeweler's bronze consists of 

135 different designs, includes candlesticks, $5 retail; 12 
' fruit bowl, $5; mayonnaise set, $4; cigarette urn, $4.50; tray 
5. Metal Accessories $3. By the Saxton Co., Inc., 11727 Mississippi Ave., West LA. 
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MADE IN AMERICA N 


26 WEST 23°° STREET, NEW YORK 10, N. Y. 


CHICAGO NEW YORK LOS ANGELES 

















32nd 





China « Glass - Lamps > Stationery 


© Decorative Accessories « Jewelry 


Over 385 exhibitors will show more than 70,000 
individual items from Eastern, Mid-West, import & 
and California resources. Many thousands of these 
products have been created exclusively for this big 


Preview Item Market. More California lines than you'll 
ever see in any other national gift show. Shop the 
top lines for top values and sales in your store. 


JAN y 4 | 26 SUNDAY THRU FRIDAY 
s as 9 am-6 pm Evenings by appointment 


BRACK SHOPS * MERCHANDISE MART BUILDING ¢ ALEXANDRIA HOTEL ¢ BILTMORE HOTEL © and INDIVIDUAL SHOWROOMS 


Sponsored by LOS ANGELES CHAMBER OF COMMERCE®* Managed by LOS ANGELES TRADE FAIR INC.* WOODY C. KLINGBORG, Manager 
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4. Finnish Glassware 
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5. Silver Leaves 





1. New China Pattern 





English Print 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[J 1. “Mesa” pattern on Encanto shape in Franciscan china is 
derived from wild flower of Southwestern table lands, with 
leaves in shaded green; 5-pc. place setting, retail $14.75. 
By Gladding-McBean & Co., 2901 Los Feliz Blvd., Los Angeles. 


[] 2. Holly leaves and berries cut by hand in a wreath around 
the bowl make up this "Holiday" pattern. It is made in com: 
plete stemware on a rounded, button-stem shape; retail $39 
a dozen. From the Seneca Glass Co., of Morgantown, W. Va. 


[] 3. "Blossom Time" is simplified version of traditional Eng- 
lish hand-filled print in Ridgway earthenware, done in soft 
pastel colors; I6-pc. starter set retails for $11. Stocked 
by Ridgway & Adderley, Inc., 19 East 53rd St., New York. 


C] 4. In Karhula crystal glass from Finland, decorative items 
hand-engraved with winter sports scenes; 7!/2" "Ski Run" vase 
retails for $13.50; 534" “Happy Sleighing" bowl, for $8.50. 
From Finland Ceramics and Glass Corp., 225 5th Ave., N.Y.C. 


[] 5. Leaf servers in heavy silverplate on copper are made by 
Three Crowns. They are 534" in size, and are useful either 
as ash trays or for serving nuts, candy, etc.; set of four 


retails at $8. Sold by Sun Glo Studios, 225 5th Ave., N.Y. 
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CHINA 
GLASS 


In Pittsburgh 








January 4 through 12 
Hotel William Penn 


Among the several hundred lines of Ameri- 
can-made china, pottery, glassware and table 
accessories, retail jewelers will find these in 
Pittsburgh from January 4 through 12— 


% China—Franciscan China, Lenox China, 
Syracuse China, Castleton China, Flintridge 
China, Pickard China, Jackson China, Winfield 
China and others. 


%e Glass—Duncan Glass, Fostoria Glass, Cam- 
bridge Glass, Bryce Brothers Co., Heisey Glass, 
Imperial Glass, Blenko Glass, Viking Glass, 
United States Glass, Fenton Art Glass, Libbey 
Glass and West Virginia Glass. 


% Pottery—Haeger Potteries, Fulper Pot- 
tery, Hall China, Roseville Pottery, A. E. Hull 
Pottery among many. 


% Also, American-made dinnerware, utility 
pottery, plain and decorated glassware and 
table accessories of all kinds. Something at 
every price range. 


This exhibit is by and 


for American producers. 


Associated Glass & Pottery Mfrs. 


BOX 227 KNOX, PA. 


“See the New Wares First 


in Pittsburgh” 
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No. 6112 Centerpiece 

3 sparkling glass nap- £ 
pies, and candle holder, 
with chrome base... 
for a wealth of uses, 
dozens of decorating 
ideas. 


nationally advertised 


Krome-Kraft 


Chrome-and-Glass 
accessories to gracious living! 











Krome-Kraft has everything! Everything the enter. 
taining woman has in mind for serving with a 
sparkle. And now Farber Brothers add new designs 
to their ever-popular line . . . new designs in the 
same beautiful combination of non-tarnishing chrome 
and hand-made colored glass. It’s a dutiful com- 
bination, too. Krome-Kraft's chrome holders (a 
patented feature), protect the glass, snap off and 
on for easy cleaning. 


Prepare for your coming gift rush with counters 
of quality Krome-Kraft. See the complete line, 
including clever new items, shown with descriptions 
and prices in free booklet. Send for yours today. 


No. 6121 Marmalade Jar 


Of glowing amber or amethyst glass. Lid, spoon, 
, holder of handsome chrome. Ht. 5”. 


No. 5456 Cream and Sugar 

gracefully shaped amber, green or amethyst 
glass inserts. Complete with smart tray. 
Height, 4”, _ 





(PEG) 
snaps snaps 
off : on 


(patented feature] FARBER BROTH ERS 


15 Crosby Street, New York City 
“distinguished for quality” 
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BROTHERS 





by MADELINE LOVE 


[ps this column last month, the china industry was given 
a once-over-lightly, with the most dominant trade 
terms defined briefly. This month, let’s take up glass. 

_ The basic material of glass is a fine, white silica sand, 
highly refined and blended with exact amounts of chem- 
icals including either lead or lime. Melted together under 
intense heat, the mixture emerges as a glowing, viscous 
mass capable of being formed into various shapes, by 
blowing or pressing. 

Most of the glass sold in jewelry stores is manufactured 
with lead, which gives it brilliance and resonance. In 
this category is found almost all of the fine stemware 
and high-quality decorative pieces. If lime is used in- 
stead of lead, the glass is somewhat duller and lighter 
in weight, but its great flexibility makes it an excellent 
medium for pressing. 

Some stemware is pressed but the majority, by far, 
is blown—that is, a bit of molten glass at the end of a 
long blow-pipe is blown by mouth into the form wanted. 
In a limited number of cases, the workman is aided only 
by a few hand-tools in forming the item. Usually, the 





artisan blows the glass into a metal mold. The stem 
may be drawn from an extra bit of glass attached to the 
bowl or, most often, it is molded separately. 

Pressed glass is made with the aid of a mold and ag 
plunger—a kindergarten description of a process which 
requires great skill of hand and eye. There are varia. 
tions of quality here too, and the topmost lines are made 
with the most meticulous care. 

A trade term which is often confusing is “crystal.” |p 
trade talk, it is simply a color, or rather a lack of color— 
clear glass, in other words, as opposed to colored glass, 
But for many people in and out of the store, the word has 
another meaning, too. To them it signifies the highest 
quality of lead glass, handblown tableware and acces. 
sories. The consumer likes to think of her stemware as 
crystal and so it is a good selling term. But it must be 
remembered that these fine lines of “crystal” differ from 
other qualities of lead glass only in degree—in higher 
lead content, greater care in manufacture, superior crafts. 
manship. It is, of course, still glass. 


*% % % 


ABLE settings through 500 years were the theme of 

an exhibit held November 13 to 17 in the Franciscan 
Library of Ceramics and the Franciscan Gallery, 45 E. 
51st Street, New York. Open to the public, the exhibit 
contained a series of publications devoted to the art of 
table arrangement and etiquette—an art usually consid- 
ered rather modern. But back in 1452, a “Boke of Nur. 
ture” gave explicit directions for cutting “trenchers” of 
bread which were used for plates. The exhibit was 
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EBELING & REUSS COMPANY 


ESTABLISHED 1886 
MAIN OFFICE, 707 CHESTNUT ST. 


NEW YORK 10 
225 Fifth Ave. 


PHILADELPHIA 6, PA. 


LOS ANGELES 14 
527 W. 7th Street 


CHICAGO 54 

1557 Merchandise Mart 
FROM ENGLAND A wide variety of handsome bone china tea and after dinner 
cups and saucers in ten price ranges. Black decorations available. Matching salad 
plates. Open stock bone china dinnerware “Tuscan” brand. Royal Winton chintz 
dinnerware and giftware. The new “Happy Days” line available. Chintz dinnerware 
and matching accessories by James Kent, Ltd. Rosalie giftware. 
FROM GERMANY Empress and Chateau Dresden, Heirloom and Bouquet dinner- 
ware by Schumann. Five new dinnerware patterns by Heinrich & Co. Hummel Fig- 
ures; Karl Ens Shell Porcelain; Lace Dresden; Fine giftware, figures, etc. Large line 
of beer steins. German glassware. 


FROM ITALY Filorita, Rosita, Quadrita dinnerware in open stock with matching 
accessories. Pottery, figurines and the better type Italian ware. 


CALIFORNIA LINES Robert Simmons Ceramics: Animal and bird figures. Cali- 
fornia Lace Dresden: New subjects, fine lace treatment, pastel colors, appealing sub- 
jects. Dee-Mar Ceramics: Modeled floral smoking accessories, bonbons, etc. Other 


domestic lines; Egg plates. 


At the Pittsburgh Show, Fort Pitt Hotel, entire Empire Room just off lobby 
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e minute with a display of table settings 


ught up to th : : , 
gin Ay f the new patterns in Franciscan china 


featuring four 0 
from California. 
* * * 

HIS cloverleaf arrangement of tables for a wedding 
op albene is part of the “Table Fashions of 1951” dis- 
settings which is touring the country under the 


f the California Pottery Guild and the Calli- 


play of 


auspices 0 





fornia Art Potters. This setting, done on bridge tables 
with canasta tops, is done with the “Carondale” pattern 
in Flintridge China from California, the “Etiquette” de- 
sign in Imperial glass, and antique silver coolers. 
Designed to show “typically California” ideas, the dis- 
play is the work of Helen Chamberlin. This is its third 
edition which opened October 9 in San Francisco, its 
itinerary includes Los Angeles, Portland, Pittsburgh, Phil- 





adelphia, Baltimore, Washington and New York, with 
Detroit and Milwaukee expected to be added. 


au ¥* * 


IWS about Shows: At the Pittsburgh Glass and Pot- 
tery Exhibit to be held January 4 to 12 in the Wil- 
liam Penn Hotel, a group of display rooms has been 
obtained on the first floor, the exhibitors there to include 
Fostoria Glass Co., Onondaga Pottery Co., Bryce Bros. 
Co., Lenox, Inc., Cambridge Glass Co., Castleton China, 
Inc.. A. H. Heisey & Co., and Flintridge China Co. 
George Little Management has announced that dates 
for the Philadelphia Gift Show have been changed from 
March to April 15 to 19, at the Benjamin Franklin Hotel. 
The Show will be opened from 9 A. M. to 9 P. M. on 
the first two days. On Wednesday night of that week, 
the New York China, Glass and Pottery Association will 
hold its third annual dinner dance at the Astor Hotel. 
The Midsouth Gift and Jewelry Show and Variety Fair 
is scheduled to be held January 29 through February 1 
at the Hotel King Cotton in Memphis, Tenn. 





First Publicity for New Arrivals 


Merchants of Rockford, IIl., including Parker Jewelers, 
publish a monthly list of babies born in the Rockford 
area, and also include the names of the parents. 

The list usually takes quite a bit of space and the co- 
operating merchants take advertising space to fill the rest 
of the page. The page is appropriately headed “Rock- 
ford’s Newest Citizens. Born In , 
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Co-operative Advertising 





(From page 100) 


retail jewelry business, with each carrying the signature 
as well as the emblem of the Association. 

Under Seghers’ expert guidance, all of the ads haye 
impressively combined attractive art work and appropri. 
ate text, with the result that the campaign has proven 
very effective in bringing both jewelry and the cooperat. 
ing Association members to public attention, with a cor. 
respondingly satisfactory return in sales volume. 


COST ON SLIDING SCALE BASIS 


Financing of the advertising campaign was set up on 
a sliding-scale basis under three classifications. These 
are: Class A, the major downtown stores, $200 annual 
assessment each; Class B, other downtown stores, $150 
annual assessment each, and Class C, suburban stores, 
$100 annual assessment each. In addition, members 
operating branch stores are assessed $50 annually for 
each branch store. 

What do the cooperating Association members think 
of the advertising campaign? The most conclusive 
answer is in the increasing number of participants. When 
the year-around program was started late in 1948, only 
22 Association members signed contracts to participate; 
while in February, 1950, there were 35 members signing 
contracts to participate in this year’s advertising program, 
with a number of additional members expected to join 
the participating group throughout the year. 

Furthermore, all of the participants are cooperating 
still further by tie-in ads, window and store displays, use 
of mailing lists and other effective promotions that def- 
nitely are combining to make the jewelry-buying public 
in the Cincinnati trading area conscious of the Associa- 
tion, of its emblem and of its member stores. 


THREE IMPORTANT DEVELOPMENTS 


But the campaign also has resulted in three other in- 
teresting and important developments. 

First, is the active cooperation of manufacturers and 
wholesalers in Cincinnati and elsewhere, a considerable 
number of whom have made substantial cash contribu- 
tions to the Association advertising fund, and who, in 
other ways, have sought to assist the efforts of the As- 
sociation. All of this additional money is being used to 
expand the advertising campaign this year. 

As a further prod to retailers in the Greater Cincin- 
nati area, who are not now members of the Association, 
the advertising committee has prepared small stickers, 
214 by 21% inches in size, which the cooperating manu- 
facturers and wholesalers attach to their bills and cor- 
respondence to retailers eligible to join the Association. 
These stickers, headed with a cut of the Association 
emblem, read: 

“We contribute to and support the fine Advertising 
Campaign of the Greater Cincinnati Retail Jewelers As- 
sociation. Do you belong? Do you display this mem- 
bership emblem on your door, your stationery and in 
your ads? You should do so—to make this advertising 
work for you.” 

The second development is the recent decision of the 
Association to employ a paid secretary, whose duties will 
include calling on non-member jewelers in the Greater 
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Cincinnati area to discuss with them the advantages of 
Association membership; assisting the advertising com- 
mittee in the preparation of ads, and assisting in keep- 
ing the Association records. | 7 | 

Joseph Barg, who was selected for this position, also is 
executive director of the F ourth Street Merchants Asso- 
ciation, a live-wire organization of leading retail mer- 
chants on “Quality Street,” the tag-line used in the ad- 


vertising of these merchants. 


QUERIES FROM RETAIL JEWELERS 

The third development resulting from the advertising 
campaign has been the large number of queries from 
retail jewelers in cities across the country. These jewel- 
ers want to know how it is possible for Cincinnati retail- 
ers to “stick together” and voluntarily contribute quite 
substantial sums of money annually to finance coopera- 
tive advertising. The answer is well stated by Louis 
Grassmuck, the Association. president: 

“In the face of constantly increasing competition from 
dealers in every other type of merchandise sold at retail, 
we retail jewelers must cooperate if we are to get our 
fair share of consumers’ dollars. Naturally, we have dif- 
ferences of opinion and our businesses are conducted 
under varying methods of store operations, but we must 
agree that what is good for one of us is good for all 
of us, and this we have found to be true with respect to 
our cooperative advertising. 

“Because of it, we are better merchants, we are more 
friendly competitors, and we know we are well on our 
way to making the public in our area more jewelry con- 
scious, and also are educating buyers to visit our member 
stores when making jewelry purchases.” 

The advertising program of the Association can be 
summed up in the following paragraph from a recent let- 
ter of the advertising committee to Association members: 

“The vital thing to remember is that the other jeweler 
is not your competitor. It’s the Television dealer, the 
Auto dealer—anyone who sells anything that is bought 
instead of jewelry. Our advertising must sell more 
jewelry to more people in this area—and that’s what 
it is planned to do.” 





‘Diamond Inspection’ Promotes Traffic 


Consistent promotion of the theme “Have your dia- 
mond inspected every three months,” through personal 
suggestion, window displays, newspaper advertising, etc., 
has proven an excellent plan for Mahan Jewelry Company, 


‘26 E. Pikes Peak Avenue, Colorado Springs, Colo. 


Consistent use of this suggestion over the past several 
years has brought excellent results, according to F. E. 
Funk, president of the firm. Not only is the suggestion 
one which is invariably well taken by the customer, but 
it also leads to valuable goodwill when loose mountings, 
poor settings, etc., are uncovered and rectified. The 
additional traffic built up means that a large percent- 
age of Colorado Springs diamond owners will be in the 
Mahan store at least four times a year, and taken from 
the broad view, this means heavier traffic through the 
store the year around. Lastly, the continuous visits of 
customers to the store have opened up a worth-while 
extra source of new diamond sales, re-mounting, custom 
designing and remodeling. 
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ae = (N @® Mirror- finished, lifetime 18-8 solid stainless steel. 
Gleams like sterling silver. Capacity 35 ounces...more 
than a quart. Tightly sealed when assembled. Remov- 
able strainer for quick, thorough cleaning. Designed 
for smartness plus utility. Individually gift boxed in 
silver and blue. 1 doz. to the shipping carton, 132 Ibs. 





Order now through your jobber... immediate 
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THE JEWELERS 
DICTIONARY 


—New, Completely Revised 
* Second Edition * 


“Knowledge is Power”. Every jeweler will find profit- 
making power in the knowledge of terms and ter- 
minology of the jewelry trade which are authoritatively 
explained in this, the completely revised Second Edition 
of THE JEWELERS’ DICTIONARY. 


In one comprehensive volume, THE JEWELERS’ 
DICTIONARY contains an invaluable wealth of in- 
formation—indispensable to the jeweler, watchmaker, 
gemologist, advertising man: in short, to anyone seek- 
ing information pertinent to the jewelry and allied fields. 


$6 °° 


Post Paid 
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100 E. 42nd STREET NEW YORK 17,N. Y. 
Check or Money Order Must Accompany All Orders 
DO NOT SEND CASH 
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YOU GET THE SAME MODEL AS WE SUPPLY TO THE U. S. ARMED FORCES 
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Wallace Curtiss, L. O. Curtiss Jewel- 
ers, Newcomerstown, Ohio, checks a 
watch on his Paulson Time-O-Graph. 
"Since | purchased this machine last 
year, says .Mr. Curtiss, “my repair 
business has improved about 35 per 
cent. This in turn, has not only 
brought more traffic into my store, 
it has cut repair comebacks in half.” 


withAdsuted Success!) ~~ 


The PAULSON TIME-O-GRAF™ 
Gives You Superior Scanning 
Speed And Also Unparalleled 
Scientific Accuracy. 












ON THE PAULSON TIME-O-GRAF 
with continuous tape record, if is pos- 
sible to get all the answers including 
the train, pallet stone, roller jewel, etc. 
on one complete record. 
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ON THE PAULSON TIME-O-GRAF 
can you regulate your watch and see 
exactly what it is doing as you move the 
regulator. Wonderful for hairspring work 
too. 





LESS 2% FOR CASH 
TERMS AVAILABLE 
$2822 PER MO 






ON THE PAULSON TIME-O-GRAF 
is it possible to reveal a continuous 
record of all positions on one tape 
without stopping the machine. 


USE THIS HANDY COUPON 
HENRY PAULSON & CO., Dept. C~ 1] 


131 S$. Wabesh, Chicago 3 
[] Please send Paulson Time-O-Graf on no ersk 
trial. 











C] Please send Paulson Time-O-Graf at $550.00 less 
2% for Cash. ; 

[J Please enter order for Time-O-Graf — $100.00 
with contract. Balance $28.00 per month for 18 
months. 
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Metals to be Controlled by CMP 


NPA's ‘Controlled Materials Plan’ Set Up to Allocate 


Strategic Metals for Both Military and Civilian Use 


The scramble for raw materials by manu- 
facturing jewelers will grow increasingly 
difficult over the first half of 1951 as de- 
fense and military aid demands rise. At 
that time, the picture should become a 
little clearer with the institution of the 
CMP (controlled materials plan) which the 
National Production Authority considers 
inevitable. 

Under the CMP, as in World War II, 
each available pound of critical materials 
placed under such control will be parceled 
out to manufacturers. In theory, while the 
priorities and preference would go to de- 
fense and related work, certain portions 
would be provided for other uses to pre- 
vent collapse of firms producing peacetime 
goods. 

The NPA’s timetable for CMP is mid- 
1951, primarily because long range defense 
and military requirements are not yet clear 
and an earlier date is thus not now seen 
as possible. Officials say that on the basis 
of current outlook, the CMP would not 
cover anything except steel, aluminum and 
copper. 

However, a similar but more limited plan 
will probably be necessary for other metals 
and materials in short supply. This aux- 
iliary set-up will include such items as 
tin, lead and zinc. 

Until then, NPA hopes to get along 
largely on single “DO” priorities for de- 
fense orders and the occasional “special” 
programs which have been set up to pro- 
vide materials for freight cars and ore 
boats, considered as supporting activities. 

In the meantime, further cutbacks in use 
of key materials for purely non-defense or 
civilian production—such as have been in- 
stituted for aluminum and rubber—seem 
unavoidable. The 35 per cent cutback in 
civilian usage of aluminum appears to have 
established a pattern. 

A similar cutback in the use of copper 
was in the making in November and while 
the NPA copper order had not been issued 
as this was written, agency sources said the 
cutback would probably amount to about 

30 per cent. 

They said also that like the aluminum 
order, the copper order would provide for 

(Please turn to page 162) 
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FTC Postpones Rules on 
Use of Gold Terms 


Adoption of trade practice rules govern- 
ing the use of the terms “gold, karat, and 
solid” in the jewelry trade has now been 
postponed, perhaps until mid-1951, as a 
result of the public hearing held last month 
by the Federal Trade Commission. The 
FTC agrees that the present proposals must 
be clarified in many respects. ’ 

The rules, as-proposed in the preliminary 
draft and discussed at the hearing, are 
generally acceptable to the trade. The 
chief points of difference being minor ones 
and partially lying with the wording and 
definitions used in the proposed rules. Rep- 
resentatives of the trade said that some 
of these are not similarly used in the trade 
and thus “are confusing and open to mis- 
interpretation.” 

For example, as originally drafted it is 
stated that “the rules are not applicable 
to articles or parts of articles which are 
of gold or gold alloy and have hollow cen- 
ters or concealed areas filled with cement, 
pitch or other foreign substances .. .” 

Commission Attorney Herman J. Mader 
explained that it had not been the intent 
to prohibit or exempt the use of the karat 
mark with respect to hollow items as such. 
But industry representatives pointed out 
that such meaning could be inferred as the 
rule is now worded. 

One provision desired by the trade—re- 
quirement that a name or trademark follow 
karat markings—is not now seen as being 
included in the final draft. Mr. Mader 
said he doubted that the FTC had the 
legal authority to impose such a rule. He 
suggested that the trade might be able 
to impose such a rule. He suggested that 
the trade might be able to bring this about 
by general agreement, however. 

It also appeared that dental gold and 
other professional uses would be specifi- 
cally exempted from the trade practice rules 
as finally approved. It was pointed out for 
instance, that while the dental gold busi- 
ness amounts to $20,000,000 a year, the 

(Please turn to page 162) 








Canada To Lift Import Ban 
On U.S. Jewelry Products 


Canadian import restrictions on watches 
and clocks, jewelry, cutlery and other items 
under Schedules I and II will be removed, 
effective as of Jan. 2, 1951. They will be 
on a completely uncontrolled basis for the 
first time since 1947, 

The ban on imports was imposed in No- 
vember, 1947, as a result of dollar short- 
ages and the critical exchange situation. In 
April of this year, however, trade controls 
were relaxed to the extent that an importer 
was allowed to apply such portions of his 
dollar quotas as he wished to imports of 
these items. 

This was followed by further action 
which, as of Oct. 1, established specific 
quota rules. These permitted importers to 
bring in jewelry and related items in 
amounts up to 44 per cent of such imports 
during a base period—which was set as 
being the 12 months ending June 30, 1947. 

In view of the critical materials situation, 
Office of International Trade officials weuld 
not venture a guess as to what the removal 
of the restrictions might mean to the trade 
in terms of dollars and cents. With respect 
to critical raw materials, some of which are 
needed for jewelry manufacture, the Ca- 
nadian government has agreed to generally 
go along with the United States in the 
matter of applying allocations and pri- 
orities. 

The OIT provides the following com- 
parative figures for Canadian imports of 
jewelry (for personal adornment) from this 
country: 

For 1946 (uncontrolled), $2,900,000; for 
1948 (first full year of embargo), $52,000, 
and first eight months of 1950 (relaxed 
controls since April), $337,000. 

Imports of diamonds and precious stones 
were not as severely affected under the em- 
bargo, the OIT said. With respect to dia- 
monds (not including industrial), imports 
rose. Comparative figures (rounded) are: 
Diamonds—1946, $425,000; 1947, $559,000; 
1948, $783,000, and 1950 (through August), 
$987,000. The figures for unmounted pre- 
clous stones and imitations are: 1946, 
$1,100,000; 1947, $671,000; 1948, $399,000, 
and 1950, $518,000. 

Other trade items to be freed from Cana- 
dian import controls include beads and 
ornaments of most materials, badges and 
regalia, perfumery and toilet preparations, 
cameras, fountain pens and mechanical 
pencils, musical instruments, electrical ap- 
pliances such as mixers, etc., and razors. 
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FTC Postpones Gold Rulings 
(From page 161) 


dental associations and other professions 
prescribe their own definite specifications 
which must be met and thus karat mark- 
ings are unnecessary. 

The same is generally true of govern- 
ment procurements. Also, professional re- 
quirements have been shifting in emphasis 
since 1920 from specific end requirements 
to the nature of use. 

Also to be exempted from application of 
the rules in the final form will be domestic 
and foreign government coins, watch cases, 
and fountain pens and mechanical pencils. 
The latter three items are already covered 


by trade practice rules, heretofore set up 
and approved by the FTC. 

Likewise, to be cleared up in the final 
drafting and polishing up of the proposed 
rules are the sections applying to “parts” 
of items. Also to be considered is specific 
exemption from marking requirements of 
such parts as hinge pins which are neces- 
sarily alloys or base metals and are so 
recognized by the jewelry industry. 

The commission counsel told THE 
JeEweELeERS CIRCULAR-KEYSTONE that because 
of pressure of other matters it would be 
well into next year before the rules can 
be considered again. Because of general 
agreement over the preliminary draft, it 
was said, no further hearings are likely to 
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Jewelry enhanced by the 
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transforms beauty to sales. 
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be called. However, Mr. Mader asked that 
any and all suggestions as to changes and 
clarification be forwarded to the FTC. 

Officials also admit that final approya} 
and adoption of the rules could not be 
brought about much before next June. 
Thus, regardless of the effective date, the 
new rules with respect to marking would 
have little bearing on manufacture of items 
for the 1951 Christmas trade. 

In addition to several individual Jewelers, 
the jewelry trade was represented at the 
hearing by Byron L. Shinn, on behalf of 
the Jewelers Vigilance Committee: p 
Irving Grinberg, also for JVC; B. N. Bum. 
stine, representing the American National 
Retail Jewelers Association; George R. 
Frankovich, for the New England Many. 
facturing Jewelers & Silversmiths Associa. 
tion; and, Thomas J. McFadden, for the 


American Dental Trade Association. 





CMP to Allocate Metals 

(From page 161) 
distribution on the basis of the amount used 
over a base period. This base period was 
seen as being the first half of 1950. The 
agency said that it would give attention 
to needs of both new and small businesses. 

While no actual limiting orders for the 
use of tin appeared imminent at press time, 
the NPA had moved to place closer checks 
on the supply and uses by revising its rules 
for reporting inventories. All firms carry- 
ing 1000 lb or more (previous requirement, 
2000 lb) must now report inventories, re- 
ceipts, imports, consumption, and distribu- 
tion on a monthly basis. 

Basically, under CMP, allocations will 
be made by industry rather than by indi- 
vidual requirements. After defense and re- 
lated industries have received their neces- 
sary allocations, the left-overs would be 
divided between non-defense industries. 

Currently, it would appear that for the 
next six months or more there will be a 
decrease in both quantity and quality of 
civilian type items as supplies of critical 
items like copper, tin, lead and zinc tighten 
up and more substitutions and alloys are 
used. 

The extent of these decreases, of course, 
will depend upon how much present de- 
fense and military aid appropriations are 


increased. 


A FRIENDLY VISIT 





Martha Percilla, fashion director of the 
Jewelry Industry Council, was a_ recent 
visitor to Oneida Ltd., Oneida, N. Y. Shown 
above chatting with Oneida President, M. 
E. Robertson, Miss Percilla toured the firm's 
manufacturing plants during her brief visit. 
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Jewelry Fashion News Given 
Nation-Wide Publicity by JIC 


The brilliant jewels worn by glamorous 
lites and other well known personages 
at the New York openings of the Metro- 
politan Opera and the National Horse Show 
received nation-wide publicity through the 
efforts of the Jewelry Industry Council. 

Continuing its active program to make 
the public more jewelry conscious, the 
Council sent press releases and numerous 
photographs on these two great social func- 
tions to more than 600 newspapers which 
have fashion and woman’s page editors. 
The releases, which are prepared by JIC 
Fashion Director Martha Percilla, contain 
detailed descriptions of the sparkling 
jewelry and the fabulous gowns worn by 
the famous at these events. 


socia 





Viennese jewelry designer, Marianne Ostier 
and Mr. Ostier as they appeared at the 
National Horse Show's opening in New York. 
She is wearing her new "gem applique" 
which allows her diamond clip to be at- 
tached directly to the skin. This is but one of 
the many jewelry fashion photos distributed 
by the JIC to newspaper editors throughout 
the nation. 


Typical of the copy contained in these 
releases is the following quote from the 
Council’s story on the opening of the 
National Horse Show. “The brilliance of 
the fashions and jewels,” the release read, 
“vied with the brilliance of the names who 
wore them, and white seemed to be the 
fashion note of the evening whether it was 
the sparkle of platinum, diamonds and 
pearls, the snowy look of white mink, fox 
and ermine or the cloud-like beauty of a 
gown made of white tulle, satin or taffeta.” 

These jewelry fashion releases and other 
publicity material about the jewelry in- 
dustry, its products and its services, are 
widely distributed by the Jewelry Industry 
Council to publications and radio stations 
throughout the nation. They comprise but 
a small part of the Council’s many overall 
activities carried on in the interest of the 
jeweler. 





Ide Named Eversharp President 


Knox Ide, former. president of American 
Home Products Corporation, was recently 
elected president and a director of Ever- 
sharp, Inc., to succeed Daniel Van Dyk, 
effective December 1. Mr. Van Dyk will 
continue his active association with Ever- 
sharp as a member of both the executive 
committee and the board of directors, and 
as counsel to the company in planning its 
activities, 


FOR DECEMBER, 1950 

















ggeenerene seer tencemceennnmmmemmnanneonet ace atte remem _— eddie , “g 
vas 4 











Completes 300 TV sets = 
vota (at a cost of 54.7 





0) 






































Or I RR _ 
i mS 
RRR, 3 a8 SS Re . 
ses > Sau an wif ow or 3) 
et \AL- r) © 
‘ ¢ 
& e 
e,. : he = 
es Soe Ss om é : 
3 











Delicate coils were needed by Midwest manufacturer to complete 300 TV sets 
...and Massachusetts supplier was 920 miles distant! Air Express assured delivery 
by 8 o’clock next morning, so manufacturer ordered 500 men to report for work. 
Shipment arrived 7:20 A.M.—production rolled! Shipping cost for 17-lb. carton 
only $4.70! Manufacturer uses Air Express regularly to keep business in high gear. 
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Air Express goes on all flights of Sched- 
uled Airlines. Shipments keep moving 
around the clock—speeds up to 5 miles 
a minute. Experienced handling. Phone 
Air Express Division, Railway Express 
Agency, for fast action. 











POI I RR ne! 


$4.70—and special pick-up and deliv- 
ery included! Low Air Express rates 
cover door-to-door service. More con- 
venient—easy to use. Just phone for 
pick-up! (Many low commodity rates 
in effect. Investigate.) 


Air Express gives you all these advantages: 


World’s fastest transportation method. 

Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 22,000 off-airline points. 
Experienced Air Express has handled over 25 million shipments. 


AREUKES 


GETS THERE FIRST 


Rates include pick-up and delivery door 
to door in all principal towns and cities 





A service of 
Railway Express Agency and the 


SCHEDULED AIRLINES of the U.S. 
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Commerce Dept. Issues Detailed Report 
On the Jeweled Watch Industry in the U.S. 


A study of the jeweled watch industry 
in the U. S. emphasizing postwar develop- 
ments in sales and manufacturing is the 
subject of a new booklet issued recently 
by the U. S. Department of Commerce. 

Entitled “Postwar Watch Markets,” the 
43-page report analyzes production, sales, 
imports, distribution and the present and 
potential jeweled watch market in _ this 
country for domestic producers and im- 
porters. 

The study points out the significant con- 
tribution of this small industry to the na- 





tional defense. Past and present factors re- 
lating this industry to its important defense 
role and certain considerations affecting its 
future potentials are also examined. 

Since the end of World War II retail 
sales of jeweled watches in the U. S. have 
exceeded all previous records. During a 
four-year period, from 1946 to 1949, ap- 
proximately 14 billion dollars worth of 
watches have been sold at the retail level. 

A survey by the Department of Com- 
merce shows that about 8.5 million watches 
with jeweled level escapements were sold 
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Model GM—For the average jeweler. 
engraves names, monograms, sentiments, on 
jewelry, watches, lighters, compacts, silver- 
ware, baby cups, fountain pens, and similar 


gift items up to 514” width by any length. 


Enigient 


EVERY JEWELER NEEDS... 









Only Engravograph 


e Has self-centering vise 


e Engraves 15 sizes 
from ONE alphabet 
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in 1949. Nearly three-quarters of the num. 
ber of watches sold and a somewhat smaller 
proportion of the dollar volume were ac. 
counted for by watches containing imported 
movements. 

Increased sales of watches in the Uniteg 
States during recent years is attributed to 
the sustained high income of a growing 
population; purchase of quality watches 
by young persons; popularity of the smal] 
watch and the success of the industry jp 
promoting ownership of 
watches by individuals. 

However, domestic watch producers— 
who sold relatively few watches in civilian 
markets in 1942-45 while engaged in war 
production—have not regained their for. 
mer proportionate share of the present ep. 
larged market for watches in this country, 
according to the report. 

Since 1946 the domestic watch com. 
panies have been expanding their plant fa. 
cilities to a degree and have made consid. 
erable expenditures on modernization and 
plant equipment spurred on in part by a 
desire to meet the high level of consumer 
demand in this country. 

However, neither planned nor existing 
capacity is sufficiently large to supply the 
approximate average annual 8.5 million 
movements containing more than _ seven 
jewels which have been sold in this coun- 
try each year since 1948, according to the 
report. | 

The material in the publication, “Post- 
war Watch Markets,” is treated under six 
chapter headings including: Introduction; 
The Current Situation; Industry Back. 
ground; Sales in the United States, 1929. 
1949; Industry Problems and Conclusion 
which covers questions of the industry's 
role in national defense, the importance of 
labor and industry subsidies. 

Copies may be purchased for 20 cents 
per copy from the Superintendent of Docu- 
ments, Washington 25, D. C., or through 
any Commerce Department Field Office. 


two or more 


Curley Sets New AGS Record 
In Attaining RJ Title 


Charles V. Curley of the Schwanke- 
Kasten Co., Milwaukee, Wis., has been 
the first Associate Member of the American 
Gem Society to pass the Society’s special 
series of examinations for the retailer's 
title of Registered Jeweler. Recently 
Martin Ehrmann of Los Angeles was the 
first to complete successfully the Society's 
examinations leading to Graduate Member 
(Wholesale) and Certified Gemologist. 

The examinations were designed for 
those Associate Members who believe they 
are sufficiently versed in the science of 
gvemology to make unnecessary the taking 
of any specialized courses. In addition 
to a comprehensive written examination, 
the series included the identification of ten 
colored stones and a diamond grading test. 
Curley received 100 per cent on the colored 
stone section. 

Curley has been an honored member of 
the jewelry profession for over 25 years. 
His belief in the need for a thorough grasp 
of the science of gemology on the part of 
the jeweler goes back many years. 
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Heller Says Adequate Supply 
Should Keep Pearl Prices Firm 


Ernest Heller, at a press conference held 
in New York on November 8th, answered 
questions regarding his findings during his 
recent trip to Japan. 

These traditional press conferences of 
Mr. Heller’s prove interesting for he not 
only discusses the particular interest of 
Heller Deltah but also because he gives his 
jmpressions of the economic conditions of 
Japan. Heller said that U. S. Army pur- 
chases since the first of the year had re- 
versed the economic condition of Japan 
from that of a depression to one enjoying a 
booming business. Consumer supplies are 
again available in reasonable quantity and 
the country, as a whole, is on a good busi- 
ness basis with a balanced budget and re- 
straints on inflation. 

As for the pearl market, Heller foresees 
that it will remain tight for some time yet. 
He said that supplies of cultured pearls 
which had been on hand in Japan before 
the war have become exhausted and the 
new crops have not assumed such volume 
as to offset the lack of old goods. From 
now on, however, Heller suggested that the 
crops should increase and relieve the tight 
situation so that the supply is adequate to 
meet the increased consumer demand in 
this country. It will not exceed it, however, 
and therefore the prices should remain 
firm for some time yet. 

Heller announced that several shipments 
had been received recently by his company 
and these were arriving in time for the 
Christmas business. 


JIC Release Outlines Regional 
Preferences in Silverware 


The Jewelry Industry Council recently 
issued a release by Fashion Director 
Martha Percilla, outlining the country- 
wide preferences in silverware. 

According to manufacturers’ figures, the 
release says, demand for silver handled 
pieces is extremely heavy in the South, 
while the North prefers wooden or ivory 
handles. Southerners also select silver 
with a butler or gray finish, rarely the 
bright. However, the mirror finish is pre- 
ferred by every other section. 

“It is easy to understand that the sale 
of silver Mint Julep cups is largely to 
Southerners, since we all know where Mint 
Juleps came from,” Miss Percilla says. “Yet 
it seems strange that their preference for 
silver goblets is so much greater than any- 
one else’s that practically 95 per cent of 
all such goblets sold go below the Mason- 
Dixon line. 

“The West Coast joins the South in its 
preference for dinner-sized knives and 
forks, as opposed to the luncheon size. The 
larger knives and forks also are popular in 
New York City and its suburbs. Butter 
spreaders are much in demand in the 
Northeastern part of the country. The 
South has little use for them, and the rest 
of the country ranks in between. 

“Pattern preferences in various sections 
of our country are definite, too, particularly 
in flatware. The Northeast likes them plain, 
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perhaps a reflection of the Puritan tradi- 
tion. The South prefers semi-ornate pat- 
terns, while the Southwest goes to the 
extreme in choosing the more elaborately 
beautiful pieces. Pacific Coast regions regis- 
ter a definite preference for plain, func- 
tional designs in the modern manner, very 
much in keeping with the contemporary 
architecture there. 


“The Midwest seems to be the one sec- 
tion which strikes a happy medium about 
its preferences. In fact, Midwesterners’ 
tastes in silverware are so well balanced 
that whenever an area is to be chosen for 
research purposes, some Midwest locality 
is almost always the choice as the best 
common denominator.” 





Peacock Employee Honored 
On 50th Year With Firm 


The employees of C. D. Peacock, Jewel- 
ers, 103 South State St., Chicago, IIl., were 
hosts at a 50-year party honoring Jacob A. 
“Jake” Adams, salesman in the silver plate 
department, Wednesday, November 8. About 
100 persons were present at the party, held 
in the officers’ club of the Knickerbocker 
Hotel. 

Mr. Adams received a number of con- 
gratulatory letters and telegrams from busi- 
ness associates from every part of the 
country. Peacock employees gave him a 
wristwatch and the management presented 
him with a generous cash gift plus a 
month’s vacation. 











Model GT—A larger all purpose engraver. 
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Diamond cut— 
. . « Brilliant as hand engraving! 


Tracer guided— 
. . . Anyone can operate it! 


Send For Free Catalogue G, ''How to Make 
Money with Tracer Guided Engraving."’ 









49d more than 6000 agree! < 








N10UW ROCTTNCS, INC. 


13-19 UNIVERSITY PLACE 


NEW YORK 3, N.Y 





165 








Louis Rothschild, chairman of the Task 
Committee on Armed Services Exchanges 
and Commissaries of the Retail Industry 
Committee, recently received replies to 
letters sent to the various government de- 
partments concerned with the operation of 
Armed Services Exchanges and Commis- 
saries. At the meeting, held Sept. 14, in 
Washington, D. C., the committee decided, 
after a full discussion, to send this letter 
to protect retailers’ interests. B. N. Burn- 
stine, A. R. Kirby and Melvin M. Levitt of 
the American National Retail Jewelers As- 








Retailers Ask Vigilance by Armed Forces 
In Operation of Exchanges and Ships Stores 


sociation represented jewelers at the Wash- 
ington meeting. 

The letter, signed by Rothschild, first 
explained the organization of the commit- 
tee which is under the sponsorship of the 
American Retail Federation, and then of- 
fered to help the government in the opera- 
tion of Armed Services Exchanges and 
Commissaries during the present increase 
in their size and activities. 

In addition, there are also problems of 
proper competitive relationships with pri- 
vate enterprise and confining use of the 
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government facilities to the Armed Ser. 
vices, the committee declared in its letter, 
It went on to review the regulations 
adopted a year ago which were intended to 
define the operation of domestic Armed 
Services Exchanges and stated that they 
were a compromise between the recommen. 
dations of some of those in the Armed Ser. 
vices and some of those in retailing. 


“One of the regulations,” the committee 
pointed out in its letter, “was a restriction 
against special orders.” The retailers de. 
clared that they had received reports that 
this was being circumvented by some of. 
ficers and employees of the Armed Services 
through cooperation with private firms. 
Since there has been such increased activity 
in exchanges, the committee recommended 
that investigation be made to determine 
whether or not regulations are being com. 
plied with. The committee pointed oy 
that, although it would be glad to help in 
every way possible to carry out the investi. 
gation, it did not believe that it should 
become a police force to investigate com. 
plaints of this nature. 


The letter was sent to the Secretary of 
Defense, Secretary of the Army, Secretary 
of the Air Force, Secretary of the Navy, 
Chairman of the House Committee on 
Armed Forces and Chairman of the Senate 
Committee on Armed Services. The letter 
sent to the Secretary of Defense was re- 
ferred to the Munitions Board for reply. 


REPORT COMPLIANCE WITH RULES 


In essence, all the above mentioned 
agencies, excepting the elected members of 
the Senate and House Committees, said 
that the present regulations were being 
complied with and that particular attention 
was being given to the prohibition of spe- 
cial orders by government agencies. How- 
ever, when civilian firms offer discounts to 
individuals in the Armed Forces, they be- 
lieve it beyond the prerogatives of the va- 
rious heads of the departments of the 
Armed Forces to issue restrictions, as long 
as they did not involve government 
agencies. 


The Chairman of the House Committee, 
Carl Vinson, stated that in the event of 
further investigations, the retailers’ offer 
would be kept in mind. The Senate Com- 
mittee, through J. Nelson Tribby, clerk to 
Senator Tydings, declared that the Senate 
Armed Services Committee will look into 
the matter further, probably with the co- 
operation of the House Committee. 


The retailers’ committee also considered 
the fact that, during the past war, Armed 
Services Exchanges and Commissaries had 
priority for civilian goods and other often 
scarce consumer goods, and put itself on 
record as opposing such action again. 


Also considered was the question of 
whether or not Armed Services Exchanges 
are paying Excise Taxes on goods covered. 
They agreed to check with the Bureau of 
Internal Revenue to ascertain if any inves- 
tigation is being made on such complaints. 


Jewelers having any evidence of the vio- 
lation of regulations governing the Armed 
Services Commissaries and Exchanges 
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should contact Arthur Kirby, chairman of 
the Military Stores Committee of | the 
ANRJA and a member of the Military 
Stores Committee of the American Retail 
Federation, addressing him at Box 468, 


Alexandria, Va. 





Spectacular Lots of Pre-war 
Cultured Pearls Arrive in U. S. 


An unusual collection of loose and strung 
cultured pearls, grown in Japan prior to 
World War Il, were purchased by two 
leading U. S. pearl firms at a Tokyo auction 
early in October. The gems arrived in this 
country the latter part of October and are 
believed to represent the greatest importa- 
tion of cultured pearls ever to reach the 
American market. The pearls have been 
held since 1947 by a liquidating commis- 


sion under S.C.A.P. 





This large collection of pre-war cultured 
pearls and pearl necklaces, purchased in 
Tokyo by the Imperial Pearl Syndicate, ar- 
rived in Chicago by air on October |8th. 
Included in the Imperial importation was 
a fine collection of loose pearls known as 
Lot 88 on which sealed bids were submitted 
by dealers from all over the world. 


One of the most successful bidders at 
the sale was Joe Goldstone, president of 
the Imperial Pearl Syndicate, who pur- 
chased an exceptional collection of pearls. 
Included in the pearl purchase is the 
internationally known Lot 88, comprising 
3000 momme (Japanese unit of weight 
equal to 59.7 gm.) of loose cultured pearls 
ranging in size from 8% to 12 millimeters. 





Examining the large shipment of cultured 
pearls purchased in Tokyo by the Ipekdiian 
firm are Adom (left) and Georges Ipekdijian, 
shown with their secretary, Miss Dorothy 
Bowden. The pearls were bought at an 
auction held October 9th in the offices of 
the Closed Institution Liquidation Commis- 
sion, an agency of the Japanese government. 
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The Imperial importation also included 
15,000 necklaces. 

A choice collection of cultured pearls 
was also purchased at the auction sale by 
Adom Ipekdjian, of Ipekdjian, Inc., New 
York gem firm. In commenting on the pearl 
purchase Mr. Ipekdjian said that it would 
be quite some time before Japanese growers 
will be able to cultivate pearls of the same 
high quality as those in the Ipekdjian im- 
portation. The reason for this he declared 
is because it takes three to four years to 
produce a fair sized pearl. 





Over 400 Jewelers and Guests 
Attend Association Banquet 


More than 400 members and their wives 





attended the 11th anniversary dinner, dance 
and show of the Retail Jewelers Associa- 
tion of Philadelphia and Eastern Pennsyl- 
vania at the Bellevue-Stratford on the even- 
ing of October 24th. 

Milton E. Smith, president of the asso- 
Clation, greeted the guests. Allen King was 
master of ceremonies for the “Jewelry 
Jamboree” revue. Music was by Joe Fra- 
setto and his orchestra. 

The ever popular (and clear voiced) 
“caller of prize winning numbers,” A. Les- 
ter Sauter, carried off his annual stint with 
characteristic flair. 

The dinner committee, headed by Philip 
Kind, included Ralph Huberman, A. Les- 
ter Sauter, Edward Chatkin and Myer B. 
Barr. 
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The first precision ALARM wrist watch ever 
perfected. The only ALARM wrist watch that rings 
so loudly, so clearly. Famed for accuracy; serviced 
throughout the world. Made by Vulcain, makers 
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14 K Gold lady’s watch, 


17 jewels.* 


66.00 


14 K Gold man’s watch, 
17 jewels, gold-applied 
figures, alligator strap.* 
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*includes Federal Tax 
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VULCAIN WATCH COMPANY, INC. 630 Fifth Avenue, New York 20 
West Coast: Hubert A. Wood, 649 South Olive Street, Los Angeles 14, California 
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Interesting Program Highlights 
Indiana Watchmakers Confab 


From the standpoint of attendance, the 
17th .annual convention of the Watch- 
makers Association of Indiana unquestion- 
ably surpasses any the association has ever 
held. The convention was held on October 
22nd at the Hotel Lincoln, Indianapolis. 
The registration mark was near 360. 

Featured at the convention were a num- 
ber of outstanding horological leaders who 
discussed many vital and challenging 
problems. 

Paul R. Sheddrick, president of the asso- 
ciation, presided at the opening business 
session and welcomed members and their 
guests. He introduced A. S. Rowe, presi- 





dent of the Horological Institute of America, 
who delivered an interesting address on 
“Why Some Watchmakers Fail to Pass the 
Examination.” 

Other speakers at the morning session 
were: H. W. Schaefer, who discussed 
“Origin and Progress of the Watchmakers 
Association of Indiana;” Wallace H. Gold- 
smith, merchandising coordinator, Watch- 
makers of Switzerland, and Harry W. 
Yaseen, well known watch collector, who 
gave an illustrated lecture on rare and 
antique timepieces. 

Highlight of the afternoon session of 
the one-day convention was a forum on 
watchmaking. Frank D. Urie, economic 
director, Elgin National Watch Co., acted 
as chairman, with six leading horological 
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figures participating in the discussions 
These included Henry B. Fried, executive 
secretary of the Horological Society of Ney 
York; H. W. Schaefer, chairman of the 
board of directors of the Watchmakers 
Association of Indiana; Forrest Peters 
Peters School of Horology, Engraving and 
Chronometer Making, Washington, D, ¢. 
A. S. Rowe, HIA president; Dick Slaugh, 
head watchmaker, Hamilton Watch Co, 
and N. K. Perkins, Chief Products Engi. 
neer, Elgin National Watch Co. 

Featured speakers at the afternoon ses. 
sion included C. G. Smith, instructor at 
Peters School of Horology, Engraving and 
Chronometer Making, Washington, D. C, 
who spoke on “Overhauling, Repairing and 
Handling of Ships Chronometers;” and 
Dick Slaugh, whose subject was “Forty 
Minutes of Service Suggestions.” 

The new officers of the Indiana state 
association are: President, Richard K. 
Osborne of Bloomington; Vice President, 
J. Hershel Monroe of Princeton, and 
Secretary-Treasurer, Harold K. Calvert of 
Indianapolis. 





Dates Announced for Fourth 
Jewelry Store Training Course 


The New York University School of Re- 
tailing and the Joseph Bulova School of 
Watchmaking announced that the fourth 
Jewelry-Store Management and Merchan- 
dising Training Program will begin Mon- 
day, Jan. 15, 1951. Enthusiastic acceptance 
and approval of the three courses already 
conducted under the joint direction of the 
two educational institutions and with the 
cooperation of the American National Re- 
tail Jewelers Association and the National 
Association of Credit Jewelers assured 
that the fourth training program will be 
as successful as the others. Previous 
classes have attracted men and women from 
30 states and two Canadian provinces. 

Applications for the two-week training 
course were accepted until Dec. 1, accord- 
ing to the brochure announcing the course. 
Applications will be reviewed by the Ad- 
missions Committee and notification of its 
actions will be mailed not later than 
Dec. 17, 1950. Once again, classes will be 
limited to 25 persons in order to assure 
the maximum of individual instruction and 
the best benefit from the program. The 
winter meeting of the course has been de- 
signed along the same basic lines as the 
previous programs. 





Illinois Watchmakers 
Elect Herron President 


Harold L. Herron, dean of the Chicago 
Institute of Watchmaking and HIA ad- 
visory council member, was elected to 
the presidency of the [Illinois Watch- 
makers Association at their opening fall 
meeting. 

Other officers elected were Robert L. 
Scott, vice president; Herbert L. John- 
son, secretary; William Bingham, trea- 
surer, and Fred Holtz, recording secre- 
tary. Board members are William Wilkie, 
George Victor, Vernon Gros, Walter Strauss 
and Fred Mosher. 
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eida Receives Legion Award 


a Employing Disabled Vets 


For its outstanding record in the em- 
ployment of physically handicapped vet- 
rans, Oneida Ltd. was recently presented 
with the National American Legion Award 

York State. 
_ rato ceremonies held on October 
95th at Oneida High School Auditorium, 
Oneida, N. Y., Miles E. Robertson, presi- 
dent of Oneida Ltd., received the award 
from Leo V. Lanning, _member of the 
National Executive Committee of the Amer- 
‘can Legion. Many local and state officials 


participated in the colorful presentation 


progr am. 





Miles E. Robertson (right), president of 
Oneida Ltd., accepts the National American 
Legion Award for New York State from Leo 
¥. Lanning, member of the National Execu- 
tive Committee of the American Legion. 
The citation award was presented to Oneida 
for its outstanding record in the employ- 
ment of physically handicapped veterans. 


Congratulatory letters from President 
Truman and Governor Thomas E. Dewey 
were included among the many messages 
from well-wishers received by Oneida upon 
the occasion of the presentation of the 
award. Said Governor Dewey in his letter: 
“Oneida Ltd. has a record of which it may 
be justly proud. As Governor, I too am 
proud that a New York firm employs no 
fewer than 1113 veterans out of a total 
number of 2568 male employees and that 
no fewer than 143 are disabled veterans.” 

Mr. Robertson, in commenting on cita- 
tion award, said: “We are proud to have 
had some small share in the national cam- 
paign for the employment of the physically 
handicapped veterans. Really, no special 
credit is due us. These veterans are our 
own boys, members of the family. In times 
past they fully lived up to their family 
responsibilities. Now we, in turn, must 
balance the sheet.” 





Artistic Engraving 
(From page 140) 

this is not necessary or advisable for 
engravers. All letters should be made 
the same width except the “M” and 
“W.” These can be slightly wider be- 
cause of the four lines used. The “O” 
is a “danger” letter, and care should 
be taken that it does not appear shorter 
than other letters. This often occurs 
due to the fact that the letter touches 
the top and bottom line at a single 
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point. As previously stated, the lower 
case “Roman” alphabet is not generally 
used by engravers. Numerals are de- 
signed the same size as the capitals and 
are of uniform widths. 

For general work, the letters should 
be designed tall; the width being about 
one-half of the height. Short, fat let- 
ters demand more space and space is 
usually limited. It should be under- 
stood that fat letters are acceptable and 
are often used on initials for the backs 
of watches or on bracelets. The stu- 
dent must learn to adapt the size of the 
letters to the given space. In discussing 
the Roman and other block alphabets, 
the vertical sections of square letters 








are referred to as “stems,” the horizon- 
tal sections as “bars.” The letter “E” 
would have one stem and three bars; 
the letter “N” would be composed of 
two narrow stems and one wide diag- 


onal stem. 
(To be continued next month) 





New Shreveport-Bossier Officers 


F. G. Wardlaw, Jr., was elected president 
of the Shreveport-Bossier (La.) Watchmak- 
ers Association at a meeting of the group 
held in Shreveport on October 5th. Other 
officers elected were J. W. Crutchfield, vice 
president; Richard Bryan, secretary-treas- 
urer, and J. M. Martin, corresponding 
secretary. 
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Nationwide ‘Sterling Salesmanship’ Program 
Receives Enthusiastic Approval from Trade 


Most convincing step being taken in the 
interests of retail salesmanship in the 
jewelry industry today is the nation-wide 
sales training program currently being con- 
ducted by the Sterling Silversmiths Guild 
of America. 

Appropriately entitled, “Sterling Sales- 
manship,” this program sponsored by the 
nation’s leading silversmiths is proving to 
be a thoroughly stimulating experience in 
retail selling. It’s practical, down-to-earth; 
light on training theory, and heavy on cor- 
rectives of trade-selling weaknesses as in- 
dicated by the Guild’s recent wire record- 





ing survey of verbatim over-the-counter 
retail sales conversations. 

The program consists of three open con- 
ference sessions presented in leading hotels 
in major trading areas across the country, 
motion pictures, recordings of transcribed 
sales conversation, as well as a series of 
nine instructional bulletins and other sup- 
plementary training aids. 

Without fanfare or publicity build-up, 
the Guild launched its program the day 
after Labor Day with the presentation of 
two conferences for sales people from ster- 
ling silver stores in and about the city of 








Look for this mark 










LAL NOBLE « company 


M 
-@® Brand Solders and Noble Findings 
559 W. S9tH STREET 


on the solder you buy... 


NOBLE 
aN) ait MOUU INTE 


wee @ Fay Me OG 
‘“‘Best on Earth’’ 


Recommended for use with 
10k yellow gold. This solder is 
of lower gold content than qual- 
ity of gold for which its use is 
recommended. 





anufacturers. 


CHICAGO 21, ILL. 








It’s your guarantee of Satisfaction. 


A solder for every Jeweler’s need. 


Distributed through wholesale dealers 
—everywhere. 


MANUFACTURERS SINCE 1872 


F.H. NOBLE and COMPANY 


559 WEST 59TH STREET CHICAGO 21, ILLINOIS 


Branch Sales Offices: 


15 Maiden Lane 
New York 


170 





29 E. Madison St. 
Chicago 


111 Westminster St. 
Providence 








Philadelphia. Since that initial presenta. 
ton, John Heaslip, guild conference leader 
has moved the program along through 
Newark and New York, the New England 
States, across central New York to Buffalo 
into Ohio, Pittsburgh, Washington, Dp. C. 
and into the South. 

Sales people from several hundred prom- 
inent jewelry stores have already attended 
the training conferences, and early reac. 
tions from the trade are most receptive 
and enthusiastic. Typical response jg ey. 
pressed in a letter to the Guild written by 
William N. Green, of M. A. Green, jewelers 
and Silversmiths, Waterbury, Conn. 

“We found the Guild conference sessions 
most stimulating and I am sure they were 
inspirational to the whole staff. It again 
brought to their attention the many jim. 
portant facts to bear in mind when selling 
sterling silver.” 

Another enthusiastic comment was re. 
ceived from George LeRoy of the Louis ¢. 
Beers Co., Taunton, Mass. Mr. LeRoy 
stated, ““A very good program in Boston, 
I feel I learned something myself. It has 
given my sales organization more spirit 
and they are more effective already, They 
are avoiding the pitfalls pointed out.” 





Sample page from one of the nine informa- 

tive booklets mailed to each retail sales 

person participating in the sales training 

program. These booklets provide sales peo- 

ple with a source of information to round out 

their knowledge of sterling silver, its mar- 
keting and sale. 


Conference presentations are designed 
to give sales people an objective perspec: 
tive of prevailing plus and minus factors 
of their own techniques of sterling silver 
salesmanship. Meetings are lively and in- 
formal, with considerable audience pat- 
ticipation. Emphasis is centered around 
a revealing analysis and discussion of the 
findings of the Guild’s wire recording 
survey. Controversial points are thrashed 
out and resolved to some area of general 
agreement. 

Two sound motion pictures are shown 
and significant aspects of good and bad 
selling techniques are graphically rendered 
in “play-back” transcriptions of many of 
the actual sales conversations recorded by 
the Guild in its survey. 

In addition to the conference presenta- 
tions, nine well-illustrated, 12-page bulle- 
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e mailed at two week intervals to 

h sterling silver sales person participat- 
6 in the program. These bulletins sup- 
instal discussion material pecs at 
the open conferences, render a complete 
and detailed evaluation of Guild survey 
fndings, and include many practical sug- 
gestions for improving every aspect of the 
retail sale — from the approach, straight 
through to the close. | 

Participating dealers are also encouraged 
to conduct regular meetings within their 
own stores. All literature in the program 
has been designed for this purpose. In this 
connection, each store also receives a com- 
prehensive Leader's Manual, meeting 
guides and outlines, as well as case his- 
tories of transcribed sales conversations. 

The Guild’s Program is being presented 
across the country in two phases—an Fast- 
ern and Western swing. By December Ist, 
the first two of the series of three confer- 
ence sessions will have been presented in 
Philadelphia, Newark, New York, New 
Haven, Hartford, Boston, Albany, Roch- 
ester, Buffalo, Cleveland, Columbus, Pitts- 
burgh, Washington, D. C., Norfolk, Rich- 
mond Greensboro, Atlanta, and Jackson- 
ville. The third and final conference for 
dealers in these cities will be presented in 
January and February of next year. 

Next Spring the Guild moves its: pro- 
gram to dealers in the mid and far West, 
beginning in St. Louis in March. Other 
cities included on the Western itinerary are 
Memphis, Birmingham, New Orleans, Hous- 
ton, San Antonio, Dallas, Oklahoma City, 
Los Angeles, San Francisco, Portland. 
Seattle, Denver, Kansas City, Omaha, Min- 
neapolis, Milwaukee, Chicago, Detroit, In- 
dianapolis and Cincinnati. 


tins ar 





New Jersey Jewelers Attend 
Pre-Christmas Conference 


Approximately 125 jewelers, wholesalers 
and manufacturers’ representatives gath- 
ered at the Essex House in Newark on No- 
vember 5th for the annual Pre-Christmas 
Conference of the New Jersey Retail Jewel- 
ers Association. 

The afternoon session, with President 
David Lebson presiding, was marked by a 
short business meeting in which William 
Schoppy, convention chairman, reported 
that his committee is considering an invi- 
tation to hold next year’s convention in 
Asbury Park. 

Horace Blitz, executive secretary, an- 
nounced that all paid-up members of the 
association have been mailed a new decal 
showing membership in the state group 
and members report that they have pasted 
these decals on store windows. The decal 
design was prepared by L. J. Rad, of West 
New York. 

The remainder of the session became a 
round-table discussion in which President 
Lebson pointed out that the greatest dan- 
ger facing the jeweler today is inflation. 
Claiming that many manufacturers are 
raising prices in anticipation of price con- 
trol, he opened the discussion on this 
question with comments from Robert Mar- 
cus, Louis Haimann, Edward Jaeckle, 
Henry C. Gelula, Edward Geiger and 
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Charles T. Evans, ANRJA secretary, who 
was a guest of the association. 

It was agreed in the discussion that 
jewelers feel that manufacturers should 
give sufficient advance notice of contem- 
plated price changes. 

An elaborate cocktail party, banquet and 
entertainment under the direction of Wil- 
liam Schoppy completed the conference. 





Buffalo's Jeweler-Mayor 
Feted at Surprise Luncheon 


Joseph Mruk, jeweler, who now is serv- 
ing as Mayor of Buffalo, N. Y., was hon- 
ored at a surprise luncheon at the Buffalo 
Athletic Club, November 6th, on the oc- 
casion of his 47th birthday. The party 





was given by city department heads who 
presented him with a table model radio. 

Said the Mayor in response: “If I had 
one wish to make today, I would wish that 
when this administration comes to a close, 
we will have solved all of the problems 
facing the City of Buffalo.” 





Hepp's Open Branch Store 


Hepp Jewelers, Inc., Troy, N. Y., has 
opened a new branch store in Binghamton, 
N. Y. The new store is managed by An- 
drew Prendergast, and occupies a building 
which formerly housed The Jewel Box. 
This is the first branch of Hepp Jewelers 
Inc., which was founded in Troy in 1882 


| by the late Je Henry Hepp. 
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Arnstein Dinner 
To Aid Philanthropy 


Diamond men will pay their tribute to 
Alexander E. Arnstein, Arnstein Bros. & 
Co., for his leadership in jewelry and phil- 
anthropic circles, on Thursday evening, 
December 7th, at New York’s Hotel Plaza, 
at a dinner in his honor to be held by the 
Diamond Division of the Federation of 
Jewish Philanthropies as the diamond field 
opens its drive for funds to provide “mir- 
acle” medicines needed by Federation’s 
hospitals. 

Joseph Baumgold, Baumgold Bros., Inc., 
chairman of the Federation digmond drive, 
said the December 7th event would have 








a double significance for the industry. 
“Alexander Arnstein has set us all an ex- 
ample by his tireless work for his less 
fortunate neighbors,” Mr. Baumgold 
pointed out. “As vice-president of Federa- 
tion’s Lebanon Hospital, he is in the fore- 
front of the fight for human welfare. By 
honoring him at our annual Federation 
event, we honor a wonderful person, and 
we do our part for the wonderful cause 
in which he is a leader—Federation’s pion- 
eering drive to bring medical care and so- 
cial service to New Yorkers who, because 
of insufficient funds, are now on waiting 
lists.” 

Joining with Mr. Baumgold in urging 
diamond men to make the evening a mem- 
orable one were Charles Wolf, Charles 
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Wolf & Sons, associate division chairman: 
Jacques Torczyner, N. Torczyner & So, 
Inc., chairman of the dinner committee. 
Max Elkon, M. Elkon Co., and Ben Eich. 
berg, Eichberg & Co., honorary chairman 

Divisional co-chairmen of the 1950 cam, 
paign are as follows: 

Polished Diamonds and Importers: Ray. 
mond Abrahams and Charles Barnett, 
Charles Barnett Co.; Charles Gutwirth, 
Charles M. Gutwirth, Inc. 

Diamond Importers: Alexander H, Am. 
stein, Arnstein Bros. & Co.; Irving Faby. 
kant, M. Fabrikant & Son; Leo Kaplan, 
Lazare Kaplan & Son., Inc. 

Diamond Center: Adolf Dresner, Pregj. 
dent, Diamond Center; Osias Grossfeld, 
Vice President, Diamond Center; Mende] 
Haber, Mendel Haber, Inc. 

Forty-seventh Street Dealers: Henry 
Reinhold, Reinhold Bros.; Williem Nelkin, 
Nelkin Bros. 

Rough Diamonds & Diamond Cutters: A] 
Abrams, Diamond Processing Co.; Jack 
Fine, Max Fine & Sons, Inc.; Louis 
Frankel and Samson Koe. 

Pearls & Colored Stones: Louis Heyman, 
Oscar Heyman & Bros., Inc.; Herman \M, 
Paskow, William V. Schmidt Co., Inc. 

Diamond Dealers Club: Max _ Jellinek, 
President, Diamond Dealers Club; Leon 
Sokolik, Sokolik Bros. 

Special Gifts: Nathan Nathanson. 

On December 13th, just six days after 
the Diamond Division dinner, the tradi- 
tional industry-wide dinner of the jewelry 
manufacturers will be held at the Waldorf- 
Astoria Hotel. Sidney Fiddelman, J. Fid- 
delman & Son, Inc., is chairman of Federa- 
tion’s Jewelry Manufacturers Committee. 





Waltham Watch Sale Continues 
While Court Studies RFC Appeal 


As this issue went to press, the U. S. 
Court of Appeals was studying arguments 
on an appeal taken by the Reconstruction 
Finance Corporation from an order of U. S. 
District Court Judge George C. Sweeney, 
entered last July, requiring the RFC to 
turn over the Waltham Watch Company's 
huge watch inventory and cash collateral to 
the court-appointed trustees. Thousands of 
these watches have been released for sale, 
and throughout the country many jewelry 
and department stores have been holding 
half-price sales. Meantime, the century-old 
firm received its first war material contract 
early in November calling for 1270 aircraft 
clocks, costing $30,861. 

From all reports, the Waltham Watch 
Promotion Sale, which began Oct. 23, was 
a sell-out by the retailers. In addition to de- 
partment stores, leading jewelers partici- 
pated in the sale. 

According to the company, over 75 per 
cent of the stores participating in the sale 
have asked for additional orders. The firm 
said that all watches on the shelves have 
‘been shipped and that orders are now being 
filled as the watches are completed. 

Letters from jewelers indicate that pack- 
ages arrived in good condition and that the 
watches perform well. According to Teviah 
Sachs, vice-president and general manager, 
the company has received much praise from 
interested people on the sale’s conduct. 
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q Sam Koulish, of Meyer Koulish Co., Inc., 
998 E. 45th St., New York, recently at- 
tained the title of Certified Gemologist 
of the American Gem Society. 

q The S. Sugimoto Pearl Co., which re- 
cently opened new offices at 16 E. 52nd 
St. New York, has announced that they 
will sell their cultured pearls through 
wholesale jewelers. The firm imports cul- 
tured pearls directly from their pearl fish- 
eries in Ago Bay, Japan. 

q The Masin Watch Co., Inc., wholesale 
jewelrs of 15 Maiden Lane, New York, re- 
cently issued their new illustrated catalog 
showing all nationally advertised lines in 
jewelry. Those interested in securing a 
copy of the catalog may obtain one by writ- 
ing directly to the company at the above 
address. 

q Robert O. Veit and David Ludel, of 
Miller and Veit, diamond importers and 
cutters at 630 Fifth Ave., New York, flew 
to Europe on November 19th. They are 
visiting the diamond markets in Antwerp, 
Amsterdam and Paris and expect to stay 
in Europe for several weeks. 

q The 48th annual banquet of the Twenty- 
Four Karat Club of the city of New York 
will be held on Jan. 13, 1951, at the Wal- 
dorf-Astoria Hotel, according to a recent 
announcement by William B. Ogush, chair- 
man of the Banquet Committee. 

q Mrs. Lila C. Williams is manager of a 
new jewelry store to be known as The Grif- 
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fon which opened the latter part of Novem- 
ber at 8705 Buffalo Ave., Niagara Falls, 
N. Y. The store is located in a new busi- 
ness section in the southern part of Niagara 
Falls. 

q Joseph H. Frier, partner in the law firm 
of Goldman & Frier, 7 Dey St., New York, 
recently announced that his son, Joseph H. 
Frier, Jr., has been sworn in as a member 
of the Bar of the State of New York. 


Same 


JOSEPH H. 
FRIER, JR. 





Joseph, Jr., has joined Goldman & Frier as 
a full fledged lawyer and will participate 
in all legal matters. The firm handles a 
large number of jewelry accounts and is 
well known in the trade. 

q Wallace Newman, of Sam Newman, Inc., 
diamond importers located at 580 Fifth 
Ave., New York, sailed for Europe on Nov. 
30 where he will visit the leading diamond 
markets. Mr. Newman expects to be abroad 
for approximately one month. 





New York Jewelers Continuing 
Fight to Enforce Fair Trade 


Nearly 200 retail members of Brooklyn, 
Bronx, Metropolitan, and Long Island Re- 
tail Jeweler Associations, functioning under 
the Executive Board of Retail Jewelers 
Associations of Greater New York, met on 
Sunday, Nov. 12th, at 2:30 p. m., at the 
Hotel Astor in New York City, to discuss 
cut-price competition, wholesaling, retail- 
ing, discount houses, and Fair Trade. 

Under the chairmanship of Phineas 
Peters, a co-operative insurance plan was 
introduced by a representative of the 
Columbian National Life Insurance Co. of 
Boston, Mass. New York State law re- 
quires that establishments with four or 
more employees provide disability insur- 
ance for them. The Columbian Life Insur- 
ance Co. has provided a plan whereby 
association members may procure insurance 
at special rates. 

The plan adopted at the last meeting 
on June 25th, to combat Fair Trade viola- 
tions is being continued, Samuel R. Zicker- 
man, chairman of the committee, said. It 
was brought out that price cutting, dis- 
count houses, and unethical retailers are 
undermining the business of the retail 
jeweler and every action possible must be 
undertaken to combat them. 

Harry R. Gerber, White Plains jeweler, 
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made a short speech as representative of 
the New York State Retail Jewelers Asso- 
ciation, indicating that the state was be- 
hind the Greater New York jewelers in 
their fight to enforce Fair Trade. Charles 
Evans, secretary of the ANRJA, stated that 
“Fair Trade enforcement is the prime ob- 
jective of the ANRJA this year.” 

Open discussion of the topics scheduled 
followed the formal speeches by the Execu- 
tive Board and guest speakers. 





Jurow Feted at Dinner Party 
On 30th Anniversary in Trade 


Max Jurow, president of the Mid-Town 
Auction Center, Inc., was feted at a testi- 
monial dinner at New York’s Hotel Del- 
monico on Nov. 15. The party was tendered 
by his many friends to commemorate Mr. 
Jurow’s 30th anniversary in the jewelry 
industry. Over 148 persons attended the 
affair. 

During the course of the evening, Mr. 


Jurow was presented with a gold-trimmed 


domestic secretarial wallet. His name is 


Long active in trade association work, 


Mr. Jurow is president of the Forty-Seventh 
Street Jewelers Association and treasurer 
of the Auctioneers Guild of America. 
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imprinted on the wallet in platinum letters | 
with diamond-studded initials. 
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GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


To retail @ $2.95 each. 

















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 

















QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 
Through Wholesalers Only 
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Israel Dobsevage, 62, Dies; 


JC-K Midwest Representative 


Israel Dobsevage, 62, Midwest field rep- 
resentative of THE JEWELERS’ CIRCULAR- 
KEYSTONE, died at Mercy Hospital in 
Toledo, Ohio, Nov. 12, after a short illness. 
He was well known among Midwest jewel- 
ers and by teachers and students of horolog- 
ical and technical trade schools in that area. 

Burial took place Nov. 16 in Glen Haven 
Cemetery in Harrison, Ohio, where Dob- 
sevage made his home for many years. 
Rabbi Bernard Martin of Cincinnati con- 
ducted the funeral service. Mayor Dona- 
werth and members of the Harrison City 
Council were pallbearers. 


ISRAEL 
DOBSEVAGE 





For a time, Dobsevage, represented the 
Jewish Publications Society of Philadel- 
phia. Upon his marriage in 1914, he went 
to Harrison, Ohio. Eight years later, he 
opened the American Jewish Book Co. in 
Chicago. He subsequently was in the in- 
surance business in Chicago, and for a 
time represented the Professional Press, 
Inc. He returned to Harrison upon be- 
coming representative of THE JEWELERS’ 
CIRCULAR-KEYSTONE in February, 1934. 
Dobsevage’s generous and genial nature 
won the respect of all creeds. He was 
prominent in Harrison community projects 
and charity drives. He declined public 
office on several occasions. 

Dobsevage is survved by his widow, a 
daughter and grandson, a sister and two 
brothers. 
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Swiss Announce Winners in 
Watch Inspection Time Contest 


John D. Meyers, of Meyers’, Grand 
Island, Neb., has been named the Grand 
Award winner in the retail jewelers’ divi- 
sion of the second annual Watch Inspec- 
tion Time Contest, sponsored by The 
Watchmakers of Switzerland and_ the 
Swiss Watch Repair Parts Information 
Bureau. He will receive a beautiful cased 
Swiss window chronometer as his prize. 

Other Grand Award winners are: 

Wholesalers’ division: Chuck Binder, 
Ohio Jewelers Supply Inc., Cleveland, Ohio 
(a Swiss gold automatic wristwatch). 

Student watchmakers’ division: Marshall 
I. Merel, of Chicago Institute of Watch- 
making, Chicago, Ill. (a Bergeon lathe). 

Awards of Merit, each consisting of a 
Swiss-created Petite Neuchateloise musi- 
cal alarm clock, were won by the follow- 
ing: 

Miriam Hildreth, of Hildreth’s. Jewelry 
Store, Marysville, Ohio; B. E. Stevens, of 
Stevens Jewelry Store, Monte Vista, Colo.; 





Edwin W. Palmer, of Palmer's Jewelry 
Pinconning, Mich.; Thomas H. McLaury, 
of McLaury’s Jewelry, Nevada, Iowa. 4 
Buchkosky, of Buchkosky Jewelers, Min. 
neapolis, Minn.; W. E. Rogers, of Alberts 
Jewelers, Ventura, Calif.; Thomas Hay. 
wood, of Haserodt Jewelry Co., Ine 
Elyria, Ohio; H. A. Lang, of Lang’s Jewel. 
ers, Cape Girardeau, Mo.; Morrison Jewel. 
ers, Toledo, Ohio, and William E, D, Aj. 
good, of Allgood Jewelers, Payson, Utah, 

Also Thomas Jan, of Ritter Institute of 
Horology, Chicago, IIll.; Samuel Cohen, 
Texas Trade School, Dallas, Texas; Cay] y. 
Bechtel, Bowman Technical School, Lap. 
caster, Penna.; John M. McDonnell, Chj- 
cago Institute of Watchmaking, Chicago, 
Ill.; Paul W. Kriegler, of Wilson, New 
York; David Musik of Washington, D, ¢.; 
George Parker, George Westinghouse Yo. 
cational High School, Brooklyn, N, Y,; 
Victor J. Pokorny, of Chicago, Ill; Sam. 
uel J. Roush, Gruen Watchmaking Insti- 
tute, Cincinnati, Ohio; and Thomas R. 
Porter, Midwest School of Horology, Al. 
bany, Mo. 

Judges who selected the winning en- 
tries were: 

H. A. Goldberg, president of the Na- 
tional Association of Credit Jewelers; Wil- 
liam R. Katz, president of the Watch Ma- 
terial Distributors Association of America; 
Alfred S. Rowe, president of the Horologi- 
cal Institute of America; G. Y. Swartzen- 
druber, president of the United Horological 
Association of America, and Kenneth I. Van 
Cott, president of the American National 
Retail Jewelers Association. 
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TRADE ADS BIG FACTOR IN SUCCESS SAYS FLEX-LET 
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Captioned "Strategy Session in a Field Office,” this photo was featured on the first page 
of a Printer's Ink article on the Flex-Let Corporation. Left to right: Jules Hochman, sales 
manager; Jack R. Storti, vice president; Si Rosen, New York City salesman, and Milton 


Gold, New York City office manager. 


The high value of trade magazine adver- 
tising played an essential part in building 
up the Flex-Let Corp. from a manufacturer 
with an annual sales volume of $200,000 
to a national manufacturer with a two-and- 
a-half million dollar volume, according to 
the lead article in the Nov. 3 issue of 
Printers’ Ink. The story, by Jack Storti, 
vice-president of the firm, as told to Mil- 
dred Sullivan, reviewed the history of the 
company from its beginning in 1943, when 
he and Joseph Vastano bought half interest 
in the F. & M. Mfg. Co., a 24-year-old com- 
pany which made religious jewelry. 

“We set out, to manufacture watch brace- 
lets,’ Storti says. “Our original product 
was Called Flexible Bracelet.’ But the com- 
pany decided that a shorter trade name 
would be better and changed it to Flex-Let. 

“For two years we used a large amount 
of space in all jewelry trade publications,” 
he continued. “There were many double- 
page spreads, and in many issues, Flex-Let 
was the dominant advertiser. Every ad was 















ENCRUSTERS 
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Ruby & Onyx 
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Braunfeld & Mehlman 
108 Fulton St., New York 7, N. Y. 











| WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau S#. New York 7, N. Y. 
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in color. We used topnotch copy and the 
best art work available, copying the dra- 
matic and effective style of national con- 
sumer advertising.” 

Trade advertising was invaluable, accord- 
ing to the story, for it paved the way for 
the salesmen, who signed dealers by the 
hundreds. Cold figures tell it better: 10,000 
new accounts established in nearly six 
years. 

“In addition to the heavy use of trade 
advertising, we have gone into national 
consumer advertising on a constantly in- 
creasing budget. The purse strings are al- 
ways open for anything to advertise our 
line and to help our dealers with displays 
and sales aids.” 

The two-page article sums up effectively 
the strategy necessary for successful busi- 
ness operation in today’s highly competitive 
market. 


Baker Again Heads NEMJ&SA 


Edgar E. Baker was re-elected president 
of the New England Manufacturing Jewel- 
ers and Silversmiths’ Association at the 
first meeting of the newly elected board of 


directors of that group. 


EDGAR E. 
BAKER 
Re-elected 


President 
of NEMJ&ESA 





This is Mr. Baker’s second term in the 
office of president. He was originally elected 
in October, 1949. He has been affiliated 
with the association for the past 25 years 
as member, director, treasurer and presi- 
dent. 








BING & GRONDAHL 
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CAT & MICE—Superb underglaze 
porcelain from originals modeled 
by Denmark’s foremost sculptors. 
iS Fchalolat-likar-lehd-1adh-i-10 B 


MUST 
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314107,101010), mew Wal-\) medal leal om elaial 
pattern of unusual beauty — full 
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Included in a wide selection of 
Kosta full lead stemware and 
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figurines. 


Exclusive Representatives 


D. STANLEY CORCORAN, INC. 


7 West 30th St., New York 1, N.Y. 
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14 KT. GOLD 


BANGLE WATCHES 
LINK BRACELET WATCHES 


EXCLUSIVE DESIGNS 





STYLED AND MANUFACTURED BY 


| ERIC E. SIEBERT, INC. 
| 665 FIFTH AVENUE 
NEW YORK 22, N. Y. 
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r— Elegance in Simplicity — 
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BY CHARM CRAFT CORP. 


Rope Bracelet, so soft yet so sturdy, with soldered links 
and a greater variety of charms than shown. Available 
in 14K, Gold Filled. Sterling Silver Rhodium finished. 
Finest Quality Finish 
From $4.50 Keystone Boxed 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold Filled & Sterling Silver Jewelry 
198 Broadway New York 9, N. Y. 
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Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 
220 W. 19th St. New York 11, N. Y. 
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NEW OFFICERS OF DIAMOND PEACOCK CLup 





Robert T. Brennan (second from right), of the Speidel Corporation, retiring president of the 
Diamond Peacock Club, congratulates the new president, William M. Selberg (center), of 
the Elgin National Watch Co. Left to right: Michael W. Mahar, of Mahar & Engstrom, the 





new secretary; Matthew J. Brown, of Scott's, Inc., treasurer; Mr. Selberg, Mr. Brennan, and 
Bert Dehlin, of Handy & Harman, retiring secretary who was named vice president, 


Members of the Diamond Peacock Club 
gathered at the Parker House, Boston, on 
October 27th for their annual beefsteak 
and lobster dinner, election of officers, and 
initiation of 18 new members. The latter 
ceremonies constituted a most colorful 
affair, with the new members forced to 
parade the streets around the Jewelers and 
Washington buildings clad in waiters’ uni- 
forms and convict garb, before undergoing 
the secret sessions of the affair. 

William M. Selberg, of the Elgin Na- 
tional Watch Co., was named president for 
the coming year. Bert Dehlin, of Handy 
& Harman, was elected vice president; 
Matthew J. Brown, of Scott’s, Inc., was 
elected as treasurer, and Michael W. Mahar, 
of Mahar & Engstrom, was named as sec- 
retary. It was also voted that the incoming 
secretary would serve as chairman of the 
annual dinner-dance to be held next spring, 
exact date of which has not been set as yet. 


The following were named to the board 
of directors: David C. Percival, Jr., D. C. 





Shown here, clad in prison garb and waiters’ 
uniforms, are three of the 18 new members 
initiated into the Diamond Peacock Club at 
the group's annual beefsteak and lobster 
dinner meeting at the Parker House, Boston, 
on October 27th. They are, left to right: 
Louis Lemay, of Lemay Brothers, Man- 
chester, N. H.; Leo Glass, of the Bella A. 
Glass Co., Jewelers Building, Boston, and 
Philip Webber, of Mahar & Engstrom, 
Jewelers Building. 





Percival Co.; John H. McNamara, E, 4 
Saxton Co.; Harold Barry, Barry & Ep. 
stein; Arthur Wright, The Mautner Co, 
Harold Alberts, I Alberts’ Sons; Andrey 
May, Bulova Watch Co.; Joseph T. Me. 
Devitt, Handy & Harman, and Robert 
Brennan, Speidel Corporation. 








Many well known jewelers all over 
_the country have profited from our 


WATCH REPAIR DEP’T FOR THE TRADE 


which guarantees you speedy, efficient, inexpensive ser- 
vice. All watches, chronographs, automatics, calendars, 
ete., time tested on Watch Master. Write for free, 
self-addressed shipping labels. Send watches for Free 
estimate. 
"JUST OUT! Request FREE catalog on watches, 
clocks, watch bracelets, STILL at the lowest 
prices." 
ALL TOOLS, MATERIALS, BOOKS on 
Jewelry, Precious Stones, Gems, Engraving, 
Watch-Clock Repairing 


Request folders on items of interest to you. 


MODERN TECHNICAL SUPPLY CO. 
Dept. 12CK, 55 W. 42nd St. New York 18, N. Y. 

















The Best Place To Buy... 
Black Forest 


CUCKOO CLOCKS 


and Parts 


Cuckoo Clocks, best 
quality movements 
strike half and full 
hour with a gong. 


Wholesale prices. 
$13-9> 


All sizes of clocks. 
Ask for Price List 11 


F. KAUFFMANN, Importer 


PORT JEFFERSON, N. Y. Tel. 1011 


—— 

















—from the diamond cutter 
to the retailer— 
INQUIRIES INVITED 


NEW YORK DIAMOND IMPORTING CORP. 


wholesale jewelers 
565 FIFTH AVENUE — NEW YORK 17, N. Y. 
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Obituaries 


W. Birks, 79, chairman of the 
oo . Henry Birks and Sons Ltd. of 
anada, died at his home there 
on October 13th. Mr. Birks began his busi- 
ness career in 1888 and was appointed 
treasurer of his family firm in 1892. He was 
‘a charge of the real estate department for 
many years and was responsible for the 
planning and construction of many of the 
buildings which house the well-known 
jewelry firm in various Canadian centers. 
He was also in charge of advertising and 
the mail order department and in 1928 was 
named vice president of the company, hold- 
ing that position until 1944 when he was 
appointed vice chairman of the board of 
directors. In August of this year he was 
named chairman of the board and held 
that post until his death. Mr. Birks is sur- 
vived by his widow, one adopted son, and 
a number of nephews and nieces, of whom 
the eldest is Henry G. Birks, now president 
of Henry Birks and Sons Ltd. 

Suy H. Cayce, 69, vice president of 
George T. Brodnax, Inc., Memphis, Tenn., 
died October 21st in Glen Allan, Miss., 
where he had gone to visit his daughter. 
Widely known throughout Memphis and 
the Mid-South, Mr. Cayce was popular with 
other executives, with employees and with 
the hundreds of customers with whom he 
came in contact during the 23 years he was 
with the Brodnax firm. Born in Pulaski, 
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379 7th Ave., N.Y. 1; WY. 








Diamond Cutters 
Recutting and Repairing for the Trade 


Expert diamond cutting for the 
Best jewelers in the country for 
the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 














ACON 





THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Golf-Filled Crowns 
Sold Through Jobbers & Mfrs. 


50 ELDRIDGE STREET 








NEW YORK 2, N. Y. 
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Tenn., Mr. Cayce entered the jewelry busi- 
ness at an early age. For some years he 
was with the firm of Maier & Berkele in 
Atlanta, and the firm of Edwards & Le Bron 
in Chattanooga. Moving to Memphis from 


SHY H. 
CAYCE 





Chattanooga in 1927, Mr. Cayce became 
associated with George T. Brodnax, Inc., 
and in 1939 was made vice president of the 
store. Surviving are his two daughters, a 
son, five grandchildren, and a brother. 
CHARLES B. ENGEL, 82, veteran jeweler of 
Scranton, Pa., died October 24th at his 
home there following an illness of ten 
weeks. In his six decades of business in 
Scranton, Mr. Engel operated only two 
stores, the first of which he opened as a 
young man in 1890 at 107 Lackawanna 
Ave. He maintained his business at this 
address until 1907 when he moved to the 
present location at 217 Lackawanna Ave. 
Mr. Engel during his many years of busi- 
ness contended that his ability to speak five 
languages was a great asset to his business. 
He could talk to his customers in Hun- 
garian, Slavic, Polish, German and Russian. 
Mr. Engel was an early advocate of install- 
ment buying which he believed increased 
purchasing power and industrial produc- 
tion. Surviving are his widow, a son, Harry, 
associated in business with his father, three 
daughters, four brothers and two sisters. 





Lambert Appoints New Members 
To JIC'S Nominating Committee 


Victor A. Lambert, chairman of the 
Jewelry Industry Council, has announced 
the appointment of the following as mem- 
bers of the Council’s Nominating Com- 
mittee: 

W. Waters Schwab, J. R. Wood & Sons, 
Inc., New York, N. Y.; Chairman; D. E. 
Sanderson, Oneida, Ltd., Oneida, N. Y.; 
Louis Heyman, Oscar Heyman & Bros., 
Inc., New York, N. Y.; Harold Alberts, 
I. Alberts’ Sons, Inc., Boston, Mass.; Henry 
D. Henshel, Bulova Watch Company, New 
York, N. Y. Also: Charles D. Peacock, III, 
C. D. Peacock, Inc., Chicago, Il].; Samuel 
Schwartz, Charles Schwartz & Son, Wash- 
ington, D. C.; N. Fink, Fink’s Jewelry, 
Roanoke, Va.; and H. Victor Paul, Wiss 
Sons, Inc., Newark, N. J. 





Everts Company Appoints Willis 


J. E. Willis has assumed the post of 
credit manager of the Arthur A. Everts 
Co., Dallas, Texas, according to an an- 
nouncement by Myron Everts, secretary 
and treasurer of the firm. 

Mr. Willis has had many years of Dallas 
retail credit experience. 
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...fings are made 
in ONE size only!” 


The above situation is ridiculous, 
of course. In buying rings, no 
customer is faced with such a lim- 
ited choice ... 


But—when you buy fire insurance, 
you are faced with a “one-size” 
rate! Premium rates (set by your 
state rating bureau), must, of ne- 
cessity, cover a wide range of good 
risks and poor risks. That makes 
the rate “too big” to fit jewelers, 
who are a good-risk class. 


How can it be cut down to fit you? 


. . - By insuring in the Jewelers 
Mutual. We insure only jewelers, 
optometrists, watchmakers and 
those in related lines. We insure 
at standard rates, but because our 
loss ratio is low, we are able to 
return savings to our policyowners 
in the form of dividends. This divi- 
dend is currently 30% on fire, 
windstorm and extended coverage. 


Write for full information. 
No salesman will call. 


National Jewelers Mutual 
Fire Insurance Company 


Jewelers Insurance 8idg., Neenah, Wisconsin 
Offices in New York, Milwaukee and Chicago 
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Fashion- 


Tailored... 


A new Alice Original, this lovely filigree 
earring (style #1536) is available in polished 
and plated Hamilton Gold or Silver guar- 
anteed finishes. Only Alice, the complete 
tailored earring line, gives you so many 
distinctive styles at this one low price! 


Delivery? OO 
Overnight! a retail 
Through your jobber, or write us for samples. 


JEWELRY CO. 
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J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 
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q Members of the Boston Jewelers Club 
heid their annual beefsteak and lobster 
dinner at the Hotel Statler on Nov. 3. 
The dinner was followed by entertainment, 
and was preceded by the annual business 
meeting and election of officers. Sturgis C. 
Rice, president of the Whiting & Davis Co., 
Plainville, Mass., was elected president 
of the club; Roy S. Brooks of Mauran 
Watch Co., was named vice-president; and 
Ellsworth Read of Kettell, Blake & Read 
was re-elected secretary-treasurer. Allen 
Davidson of Thomas Long Co., the retir- 
ing president, was named to the board of 
directors, and was the recipient of a past- 
president’s medallion. At the same time, 
other past presidents were similarly hon- 
ored with gold medallions, and Carl Law- 
ton of the E. H. Saxton Co., oldest living 
past president, was named to make the 
presentations to other past presidents, who 
included Arthur Horne of Shreve, Crump 
& Low; Henry Arnold of the firm of the 
same name, Jewelers Building; L. Blaine 
Libbey, of Milford, Mass.; John Kennard 
of Kennard & Co.; J. Gould Cook of A. 
Stowell & Co.; and Allen Davidson. Busi- 
ness sessions included plans for the an- 
nual banquet to be held at the Hotel Stat- 
ler on Feb. 3, 1951. 

q Copies of the constitution and by-laws 
of the Massachusetts and Rhode Island 
Retail Jewelers Association were distrib- 
uted to members recently, and at the same 
time an invitation was extended to attend 
a demonstration of professional gift wrap- 
ping to be staged through the courtesy of 
Mr. Parsons of the Chicago Printed String 
Co. at the Parker House, Nov. 15. 

q Jack Segal, formerly with Pilgrim 
Jewelers, Dock Square, Boston, has taken 
over the store which had been operated 
by the late D. W. Brennan at 8 Scollay 
Square, and which is now known as Hud- 
son Jewelers. 

q Uncle Sam’s calls to the colors have 
echoed in many New England jewelry es- 
tablishments. Vincent O’Keefe of the order 
department of Mahar-Engstrom Co., Jewel- 
ers Building, was schoduled to leave on 
Nov. 16 to join the Army Air Force. Louis 
Manos, salesman with the Henry Kamlot 
Co., Washington Building, left on Oct. 10 
to become a staff sergeant in the Army. 
Earl Young, of Barry & Epstein, 400 
Washington Bldg., joined the Army Air 
Corps. on Oct. 20. 

q E. F. Lilley Co., Milford, Mass., opened 
a new store at 202 Main St., and held a 
formal ceremony on Nov. 9. 

q Donald Cooke of Mahar-Engstrom’s ship- 
ping department took over in the order 
department in the absence of “Vin” 


O’Keefe, and Robert Vuilleumier joined 
the shipping department. 

q Frank Gray, formerly manager of Day’s 
Jewelry Store, Lewiston, Maine, opened 
another store in his own name at 235 Lis- 
bon St., Lewiston, on Oct. 20. 
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q “Al” Bishop of the Albert E. Bis! 
store, 258 Maple St. Holyoke, Mac 
? » iVLASS,, re. 
cently remodeled his place, and held a 
formal opening on Oct. 15. 
q Mrs. Nathaniel I. Goodman of the N. J 
Goodman Co., 1006-7 Jewelers Building. 
who recently became Past Chief Companion 
of the Brookline Circle, received a beau. 
tiful gift and the Past Chief Companion 
pin, which she is wearing with great pride 
as she plans a two months’ sojourn ip 
California this winter. Doris Perry, book. 
keeper with the firm, recently returned 
from a Florida vacation trip. 
q W. C. Grube opened a new store jp 
Apponaug, R. I[., which is described as 
“the most modern jewelry store in the 
state.” 
q Miss Selma B. Lansky of the J, y 
Lansky firm, 903 Jewelers Building, re. 
cently was named New England chairman 
of the B’Nai B’rith Youth Advisory Board, 
with some 2,200 members under her care 
now being organized under a junior ciyil 
defense program. 
q David Sostek, 812 Washington Building, 
has had his quarters entirely renovated and 
redecorated, with new lighting fixtures, 
wall and show cases added, and held a 
formal reopening on Nov. 15. 
q Henry Desjardins, jeweler of Beverly 
and Salem, Mass., and Robert Johnson of 
the Parker Pen Co., Boston, joined in 
opening the deer-hunting season in Maine, 
traveling to Caribou in Henry’s station 
wagon and bringing back four deer to 
Boston. 
q Donald Alberts of I. Alberts’ Sons, Inc., 
8th floor Jewelers Building, won the golf 
championship at the Belmont Country Club 
in October. 
q Officers of I. Alberts’ Associates, em- 
ployees association, met on Oct. 20 to 
formulate plans for their annual entertain- 
ment and dance in January, date of which 
will be announced later. Jack Margolis 
of the same firm, representing them in 
Connecticut and western Massachusetts, is 
convalescing from an operation at Beth 
Israel Hospital, Boston. 
4 Vincent Chapman of the Jewelers Board 
of Trade, Providence, has been convales- 




















AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply as 
the pierceless ear: 
wire nuts. Sixteen 
full threads on the 
nut. jf 
Plenty of protection 
for expensive eaf- 
rings. 


Patent Applied Fer Minimum order 3 
Price for Wire and Nuts: pairs. Quantity 
14K Yellow gold $1.50 pr. Prices on request. 


14K Pink gold $1.50 pr. Platinum Price also 
14K White gold $1.65 pr. on request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 
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cing at his home after being laid up for 
some time with rheumatism. 

4 Henry J. Haselton of the Haselton Co., 
702 Jewelers Building, 1s back from a New 
York sojourn and has added a new “star 
salesman” in the person of grandson Peter 
Henry, son of Robert Haselton, who covers 
New England for the firm. 

q Leon and Sidney Goff, of Goff Brothers, 
479 Main St., Melrose, sons of Harry H. 
Goff, 601 Jewelers Building, recently re- 
modeled their store, adding an entire new 
front outside, and modern showcases and 
fixtures inside. 

4 Several well-known people in Boston 
jewelry circles figured prominently in the 
annual party of the “Stinkers Club,” which 
held a masquerade at the Hotel Touraine 
on Oct. 26. Miss Katherine A. Murphy 
of the Katherine A. Murphy Co., 511 
Jewelers Building, and her sister, Mrs. 
Loretta Gradeski, who is associated with 
her, won second prizes. Katherine paraded 
in an old-fashioned nightgown with Ed. 
Scully of the firm, and Loretta appeared 
as “Frivolous Sal,” with costume jewelry 
furnished by several local firms, including 
the Edmund W. Kirby Co., James M. 
Lansky, and the M. S. Page Co. 

4 Mrs. June O’Neill Reilly, formerly with 
Smith & Zaff, 309 Jewelers Building, be- 
fore her marriage, is back with the firm 
temporarily, taking the place of Marilyn 
Jenkins, bookkeeper, who left to take a 
sales position with the Holmberg & Douglas 
jewelry store, 1332 Beacon St., Brookline, 


Mass. 











FIRST CHOICE WITH 
LEADING 
JEWELRY MERS. 


SAUNDERS 


JEWELRY CASTING 
Equipment & Supplies 
CASTING MACHINES 





INVESTMENT 
WAX ¢ OVENS 
FURNACES ¢ FLASKS 


MOULDING RUBBER 
CRUCIBLES * SPRUE BASES 
For gold, silver and platinum cast- 
ing and white metal costume 
jewelry casting. 

IMMEDIATE DELIVERY 
Write for Price Lists 
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ALEXANDER SAUNDERS & CO. 


95 Bedford St. New York 14, N. Y. 
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q Stanley A. Szwed, of Windsor Locks, 
Conn., held a formal opening of his new 
store, known as “Swede’s” on Nov. 16, 
17, and 18. 

q Harry L. Taylor of Randolph, Mass., 
who recently opened a new store just 
across the street from his former place, 
has been called back into the Navy, and 
his wife has taken charge of the store. 

q Miss Barbara Lewis has joined the book- 
keeping department of the Herbert W. 
Stranger Co., 306 Washington Building. 
Richard Carlmark, who has worked there 
part-time before, has joined the sales staff. 
q R. W. “Rommy” Nathan, popular candi- 
date for “Mayor of the 3rd Floors, Jewelers 
and Washington Building,” with election 
staged for Christmas eve, celebrated his 
ooth wedding anniversary on Nov. 6. 

q Two live and chortling parakeets have 
served to lend accent to the bird motif 
which has marked the latest of unusual 
displays in the Jorge Epstein firm, 412-16 
Washington Building. This motif has been 
carried out in jewelry displays featured 
with bright-colored bird feathers, and with 
special pieces ensconced in gilded bird 
cages. The display in one _ spot-lighted 
pedestal case has been changed daily, with 
sales necessitating the frequent substitu- 
tions of other merchandise. 

q Richard E. Mellinger has joined the 
sales staff of the E. B. Horn Co., 429 Wash- 
ington St., and Miss Patricia Anne O’Neill 
has joined the silverware department. 

q The Thomas Long Co. employees asso- 
ciation held a costume party at the cater- 
ing establishment of McKeon & Casby on 
Oct. 25, with local talent and a magician 
furnishing entertainment, and Jack Kaiser 
and his orchestra the music for dancing. 
Nearly 100 attended the affair. 

q George J. Brouillette, formerly of New- 
ton, Mass., has announced sale of that 
location to Benjamin Schindler, and his 
new address as South Yarmouth, Cape 


Cod, Mass. 





Alma Mater Honors R. M. Kant 


The degree of Doctor of Commercial 
Science was conferred on R. M. Kant 
(left), president of Hamilton Watch Co., 
by Franklin and Marshall College during 
the institution’s annual Founder’s Day con- 
vocation and Homecoming Weekend, Octo- 
ber 21st. 





The honorary degree was conferred by 
Dr. Theodore A. Distler (center) F & M 
president. Dr. William G. Avirett (right), 
vice president of Colgate University, was 
the convocation’s guest speaker. 














SALESMEN ... 


We want the men with the ex- 
perience, the following, the get- 
up-and-go in wholesale jewelry 
selling. Alana is a young firm, 
one with a fast-growing, medium- 
priced brass line of costume jew- 
elry that has already had wide 
acceptance in department and 
retail jewelry stores. We have 
territories open in several areas 
across the country. Here's an 
opportunity to get in on the 
ground floor of a smart, young, 
aggressive jewelry wholesale or- 
ganization. Write now, giving de- 
tails on your past experience. 
Confidential, of course. 


Address: 
Alana Jewelry Co. 


191 Barton Street, Pawtucket, R. I. 

















REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 


Highest 
Quality 
Workmanship 














HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 
17 West 45tb St. New York 19, HM. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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BYAKD F. BR 


S05 SANSOM STREEI 
PHILADELPHIA 7, PA. 








q The recent redecoration and remodeling 
program undertaken by the firm of Louis 
J. Meyer, Inc., 205 S. 9th St., has been 
completed. The firm has renovated their 
factory and showrooms and installed mod- 
ern equipment in order to provide quicker 
and more efficient service in their rapidly 
expanding business. One of the outstand- 
ing features of the remodeled quarters is 
the elaborate display of trophies and brass- 
ware. 

q Gathering for their traditional annual 
dinner, members of the Twenty-Four Karat 
Club of Philadelphia assembled at Old 
Bookbinder’s on Thursday evening, Nov. 
30. A capacity crowd attended the affair 
and found the evening a thoroughly enjoy- 
able one with a splendid dinner, excellent 
entertainment and unbounded good fellow- 
ship. 

q.A change in the firm name of Goldberg 
& Possoff was recently announced by Oscar 
Goldberg and Bessie Possoff, owners of the 
concern which is located at 124 S. 8th St. 
The firm is now doing business under the 
trade name of Goldberg & Co. 

q Hays Jewelers at 7316 Frankford Ave. 
report that their business has been increas- 
ing at a greater pace than during a com- 
parable period last year since the use of 
direct mail advertising to customers has 
been accelerated. 

q The Horological Guild of Philadelphia 
will not hold a meeting during the month 
of December but will begin the new year 
with a new series of programs, the details 
of which had not been divulged at this 
writing. 

q A new rhyme is greeting readers of The 
Evening Bulletin these days—“If you don’t 
know diamonds—Buy at Weiman’s” This 
is a variation of the theme which has been 
striking a rhythmic cord in the minds of 
Philadelphia readers for many years ex- 
pressed in the slogan: “Weiman’s for 
Diamonds.” 

q Three more outside salesmen have been 
added to the staff of Mosheim’s, Inc., at 
417 W. Girard Ave., where an intensive 
sales campaign is being conducted with the 
aid of monthly get-togethers for dinner, a 
floor show and business discussion and an 
annual banquet climaxed with awards for 
outstanding salesmen. 

q Workers who solicited funds from busi- 
ness and industry for the new United 
Fund Campaign, which combined appeals 
for Community Chest, Philadelphia Heart 
Association, Red Cross and Salvation 
Army, were faced with a difficult assign- 
ment. Perhaps their task in collecting 
funds was made more difficult by the fact 
that this drive represented a new step in 
consolidation, and anything new is difficult 
to have accepted in traditionally conserva- 
tive Philadelphia. At any rate a spokesman 
for the campaign informed us that Samuel 
Kind, Jr., and his committee deserve sin- 
cere congratulations for their hard work in 
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raising funds. Besides Chairman Kind, the 
committee which solicited retail jewelers 
consisted of: Ralph Huberman, Myer p 
Barr, Louis Jagielky, Jr., Edward Chatkin, 
Louis DeWolf, Stanley M. Lefkoe, J. Bruce 
Byall, Frank S. Schwartz, Josef J, Barr, 
Albert H. West, Nathan Simon, Mrs. Helen 
Wilson, L. H. Yarnall and J. N., Peterson, 
q Customers no longer find cheaper cog. 
tume jewelry at the Thomas N. Norczog 
store at 929 W. Somerset St. For over , 
month, now, this shop has been concentra. 
ing on the finer lines for which demand 
seems to be growing. 

q Alfred Alvares is planning to redecorate 
his shop at 6400 Callowhill St. during 195), 
¢ Displays of merchandise in the Angelo 
Calapristi store at 2100 S. Norwood S 
have been relocated to give each of the va. 
rious departments the prominence and 
quantity of space it deserves in proportion 
to the volume it draws. 

q Among those who have increased their 
advertising program this year, considerably 
above that of last year at this time, are Mr. 
and Mrs. John W. Magee of 1205 YW. 
Luzerne St. To this same group belong 
Premier Jewelers of 1608 Market St., who 
will build up a strong newspaper campaign 
featuring watches. 

q Frank Jaskiewicz, whose store has al- 
ways borne his name, is now substituting 
the address as the dominant means of iden- 








WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 


Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 











CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


> Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa 











BOWMAN 


_ Technical School 
2 Courses for Success for 
ny = Watchmakers 


ea» Engravers Jewelers 
_ Graduates pass H.I.A. 
“ Certified MASTER 

Watchmaker Exams 
JOHN J. BOWMAN, Director 
Bowman Bidg.. Lancaster, Ps 








stab. 1887— 





E 
63 Years Serviee 




















LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 


— COLLEGE OF HOROLOGY 
8-48 W. Somerset St., Philo. 

oan Dept. “‘K’”’ Ill’d Catalog 
BAidwin 9-1376 

Arthur T. Johnson, Principal 











THE JEWELERS’ CIRCULAR-KEYSTONE 




















MILNER, 


3S 









Josef S 


from left), presi Za 
on November 2nd. Other association officers and guest speakers are shown seated at the 


head table. 


On November 2 the Sansom Street Busi- 
ness Men’s Association held its annual 
banquet, this time at the Latin Casino, on 
Walnut Street, Philadelphia. 

Well over 300 members attended the fes- 
tive occasion and enjoyed the companion- 


ship as well as the entertainment which 
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16-18 Maiden Lane, Dept. A, New York 7,N.Y. 





LOST AND FOUND 


g Lost, the sale of a watch repair because you 
y were unable to obtain the necessary part. 
' Found, acomplete supply house that specializes 
1 in ''Hard-to-Get'’ watch parts. If you are hav- 
i Ing difficulty in obtaining a Swiss or American 
! watch part, try JOHN A. POLTOCK & CO., 15 
t Maiden Lane, New York 7, N. Y. Write for 
i FREE catalogue, ligne gauge and stationery. 
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case—Wine, Red, Black, Blue, 
Brown, Green ......... $11 K 
#353 — Genuine Calf Leather 
with gold tooled border, Black. 
vn Tan, Red and Light 


Waltham. Immediate Delivery. 


ARISTO IMPORT GO., INC. 
630 Fifth Ave.. New York 20 
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BECHTEL HONORED AT SANSOM ST. BANQUET 


had been provided by the banquet com- 
mittee. 

Josef S. Milner, of the House of Milner, 
president of the organization, presided and 
during the course of the evening was 
presented with a silver-banded gavel. F. 
Clarke Bechtel was honored with a plaque 
as evidence of the association’s apprecia- 
tion for his years of efforts in its behalf. 

The scheduled speakers were: Walter 
Allesondroni, past president of the Penn- 
sylvania American Legion and Lansford F. 
King, Editor of THe JEWELERS’ CIRCULAR- 
KEYSTONE. 

Although usually held at the Waldorf, 
this year’s gathering was a great success, 
and the purpose of the banquet—fellowship 
—was advanced as a result of the evening’s 
get-together. 





Philadelphia Continued 

tifying the shop at 2701 E. Allegheny Ave. 
Telephone directory, newspaper and direct- 
mail advertising has been changed to give 
prominence to the address, “Twenty-seven- 
o-one.” 

q Barr’s five stores in the Philadelphia area 
have added a new media to an advertising 
program already taking advantage of news- 
papers, direct-mail, radio and _ television, 
and motion pictures. They now have bril- 
liantly colored bill board posters advising 
prospective customers on the highways to 
buy their Christmas gifts at Barr’s. 


q Harry J. Rea, of the Western Saving 
Fund Building, formerly of 1420 Chesnut 
St., is planning an expansion early in 1951. 
q Samuel Paull has returned to the work- 
shop of the C. R. Smith & Son store at 
18th and Market Sts. after a two-week 
cruise in connection with his service in the 
Naval Reserve. 


q Gerlach’s Jewelers, in the 69th St. Ter- 
minal Building at Upper Darby, are sport- 
ing a new, crisp, black taffeta window 
drape with horizontal red stripes. The op- 
posite window is treated with a semi-trans- 
parent drape of purple silk which functions 
both as a background for the display and 
as a screen through which the displays in 
the store can be seen in soft outline. 











GRAN 


EMBLEM RINGS 
NON DY 34 Of UM WO WANs 


Three new Masonic items of fine 
design and workmanship that will add 
eye appeal to your emblem display for 
quick turnover. 


#1652-32nd DEGREE RING, in 10K 
or 14K gold, rhodium plated, hand 
chased, and shanks with any combina- 
tion of emblems, but without the usual 
‘special order’ cost. 


#746-SHRINE BUTTON set with 
synthetic ruby scimitar, furnished in 
palladium or platinum. 


#734-SHRINE BUTTON, red enamel 
fez, furnished in 10 K or 14K yellow gold. 


Ask our representative to show you the 
complete “GRAN” line of fine emblem 
and diamond mounted jewelry. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 























CALIBRE EMERALDS 
in Ist, 2nd & 3rd Qualities 


Cut for mountings in 
M/M sizes. 
Also: Matched Emeralds 
for straight row bracelets. 


Prices upon application 
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q Mrs. Freda Koblen Cohen and Sam H. 
Cohen recently sold their interest in Kob- 
len’s Jewelry, 1030 Third St., Alexandria, 
La., to Arthur J. Kahn, who has been the 
third partner in the firm. A new partner- 
ship has been formed which will continue 
to operate a jewelry business at the same 
address and under the same trade name as 
before. The new firm is composed of 
Arthur J. Kahn and Dr. Ben Fendler, both 
of Alexandria, with Mr. Kahn in active 
management of the business. 

q Robert P. Castleberry, well known dia- 
mond and jewelry salesman, has joined 
Georgia Diamond Merchants, of Atlanta, 
Ga. Castleberry is a lifelong resident of 
Atlanta and for the past six years has been 
connected with another Atlanta jewelry 
firm. 

q A. F. Koons, who recently sold the 
Orange Blossom Gift Shop in Orlando, 
Fla., has purchased the 20-year-old jewelry 
business of O. P. Phillips of that city. Mr. 
Koons, a veteran jeweler with 25 years’ 
experience, had operated a jewelry store 
before he opened the gift shop. His new 
store is located at 120 N. Orange Ave., 
O’Neal Arcade Building. 

q Mr. and Mrs. J. H. Courtmanch cele- 
brated their 50th wedding anniversary on 
October 8th, in their home in Jacksonville, 
Fla., at an open house party given by their 
daughter, Miss Anita Courtmanch. Mr. 
Courtmanch, a Jacksonville jeweler, oper- 
ates a store at 1308 Main St. 

q Diamond Jewelry Co., Montgomery, Alla., 
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has announced the appointment of Al 
Martz as manager of the local store. 

q Fink’s Jewelers, Roanoke, Va., celebrated 
their 20th anniversary in business Novem. 
ber 2 by opening a new branch store in 
Harrisonburg, Va. The store will be Oper. 
ated under a partner-management altange. 
ment with William J. Roche, who has been 
connected with Fink’s in Roanoke for the 
past 10 years. Completely remodeled for 
the opening, the new outlet will be the 
fourth shop opened and_ operated by 
Fink’s. The other stores are in Roanoke 
Covington and Bedford, Va. 
q Dudley Underwood has joined the sales 
staff of Maier & Berkele, Atlanta (Ga,) 
jewelry firm. His background in the jewelry 
business dates back to 1946 at which time 
he was employed by a local jewelry store. 
At Maier & Berkele he has been assigned 
as head of the watch department. Under. 
wood served in the Air Force in World 
War II, spending three years in the Pacific 
theater, where he participated in five major 
campaigns. 

q Lowenstein’s Jewelers, St. Louis, Mo, 
which had been located at 1236 South 
Broadway since 1887, moved recently to 
newly-leased quarters at 1542 South Broad. 
way. The store there has been completely 
remodeled and modernized. According to 
the management, the only thing old-fash- 
ioned about the new store is the enormous 
sidewalk clock, moved to the new address 
from 1236 South Broadway where it stood 
for 63 years. 





Baltimore Jewelers Honor Engel 
For Work as JITC Chairman 


The Jewelers Association of Baltimore 
honored Leon J. Engel on the evening of 
October 18th with a testimonial dinner 
and the presentation of a scroll. The event 
took place in the Gold Room of the Park 
Plaza Hotel and was presided over by Mrs. 
Elizabeth F. Justis, president of the asso- 
ciation. 

Mrs. Justis introduced Kenneth I. Van 
Cott, president of the American National 
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Mrs. Elizabeth F. Justis, president of the 
Jewelers Association of Baltimore, presents 
a scroll to Leon J. Engel (left), chairman 
of the Jewelry Industry Tax Committee, at a 
testimonial dinner held in his honor on Octo- 
ber 18th. Shown watching the presentation 
is Kenneth |. Van Cott, ANRJA president. 


Retail Jewelers Association, who analyzed 
the current jewelry situation and _ then 
recounted Mr. Engel’s achievements and 
accomplishments in the industry. 

The purpose of the dinner was to ac 
knowledge the gratitude of local jewelers 
for Mr. Engel’s valuable services as Chair- 
man of the Jewelry Industry Tax Com- 
mittee. To mark the occasion, a scroll was 
prepared by the Jewelers Association of 
Baltimore and presented to Mr. Engel. 
The scroll enumerates in detail Mr. Engel’s 
achievements and expresses the gratitude 
of Baltimore jewelers for his participation 
in issues vital to the jewelry industry. 

The dinner was attended by a large 
number of local jewelers and included a 
number of out-of-towners among whom 
were Melvin M. Levitt, president of the 
Maryland-Delaware-District of Columbia 
Jewelers Association; P. Irving Grinberg, 
executive vice chairman of the Jewelers 
Vigilance Committee, and Jerome L. Grant, 
executive vice president of American 
Jewelry Distributors, Inc. 
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Head table guests at the third annual ban- 
quet of the Greater Washington Retail 
Jewelers Association were, left to right: Mrs. 
Kathryn Everhart, secretary of the associa- 
tion; Mrs. Charles T. Evans; Charles T. 
Evans, secretary of the American National 
Retail Jewelers Association; Mrs. George 
Ealkenstein; George Falkenstein, past presi- 
dent of the association; Bernard Fredland, 
president of the association; Mrs. Fredland; 


Washington (D.C.) Jewelers Have Big Evening at Shoreham 


2: 





H. A. Goldberg, president of the National 
Association of Credit Jewelers; Mrs. Gold- 
berg; William Wagner, secretary of the 
National Association of Credit Jewelers; 
Mrs. Jerome B. McKee; Jerome B. McKee, 
president of the Federation of Businessmen's 
Association, D.C.; Herbert P. Leeman, presi- 
dent of the Federation of Citizens Associa- 
tions, D.C., and Mrs. Leeman. 








The third annual banquet of the Greater 
Washington Retail Jewelers Association, 
held at the Shoreham Hotel on Wednesday 
evening, October 25th, was one of the best 
of these traditionally colorful gatherings. 
Well over 400 members and their guests 
enjoyed the pleasures provided by the enter- 
tainment committee. 

During the evening Bernard N. Burn- 
stine and George Falkenstein, past presi- 
dents, were presented with miniature 18K 
gold gavels as tokens of appreciation and 
gratitude from the organization. 

Following the meal a stage show of ex- 
cellent talent was presented and four hand- 
some and valuable door prizes were 











COMPLETE REPAIR SERVICE 
TO THE TRADE 


JEWELRY REPAIRING 


New Shanks — New Bezeles — New 
Prongs. 


DIAMOND SETTING 
WATCH REPAIRING 
1 year guarantee. 

ENGRAVING 
All styles of block, 
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PLATING 
Jewelry, silverware, etc. 
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ited. Write us NOW! 
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awarded to the holders of the lucky digits. 
Souvenirs of the occasion were distributed 
to both the men and women. 

The floor cleared of tables, dancing to 
the music of Leon Brusiloff was enjoyed by 
the more ambitious until the small hours 
of Thursday morning. 

The event was arranged under the co- 
chairmanship of Melvin Foer, Sam Fischer, 
and David Mann. Sol Lynn supervised the 
seating, Mrs. Kathryn Everhart was in 
charge of tickets, Ted Grape and George 
Falkenstein served as reception committee- 
men, and Harry Brott handled publicity. 





Southern Jewelry Travelers 
Set Dates for Spring Show 


Leading lines of silver, jewelry, watches 
and china will be exhibited at the second 
annual Southern Jewelry Show to be held 
on February 11 to 14 at the Atlanta Bilt- 
more Hotel, Atlanta, Ga. The show is 
sponsored by the Southern Jewelry Travel- 
ers Association, a non-profit organization 
composed exclusively of traveling sales rep- 
resentatives covering eight Southern States. 

The first show was held this past July 
and received a record endorsement, not 
only by the exhibitors but by the retail 
trade throughout the Southeast. 

The four-day show is under the direc- 
tion of the Southern Jewelry Travelers As- 
sociation, Inc., 75 Third St., N. W., At- 
lanta, Ga., and exhibit space is restricted 
only to members of the association. 





Set Dates for Mid-South Show 


A. J. Cory, managing director of the 
Mid-South Gift and Jewelry Show and 
Mid-South Variety Show, has announced 
that the eleventh semi-annual show will 
be held in Memphis January 29 through 
February 1, 1951. 

The four-day event will be held at the 
King Cotton Hotel where four air-condi- 
tioned floors have been reserved {for ex- 
hibitors from all sections of the country. 
Mr. Cory states that many reservations 
have already been made by exhibitors of 
nationally advertised wares. 
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Just in time for Christmas! 


FOUR-O-MATIC PENCIL CO. 


1133 BROADWAY, NEW YORK 10, N. Y. 
TELEPHONE: ORegon 5-4356 











RAISE CASH 
IMMEDIATELY 


Louis COLMES 
Th 
RS’ AUCTIONEER 


No Sale 
Too Large 


No Sale 
Too Small . 


Entire Jewelry 
Stores Bought 
at ¢ for Cash 
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We have conducted sales for 


leading jewelers of America 


20 years of concentrated experience 
in this field. 


Bank and Trade References Supplied 
Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auetion is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
ne: BU 4-4698 
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Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 
IF NOT... 
Ask Your Jobber Today! 


+ 


EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chicago 2 ilinois 
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PLATING 


“ASK ABOUT” 


HODANIZE 


TRAOC MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 — 
































CENTRAL WATCH CO. 


ESTABLISHED 1911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 Se. WABASH AVE., CHICAGO 3, ILL. 











WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 














603 Metropolitan Bidg., Detroit 26, Mich. 
SILVER 


STOP TARNISH 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 212, Chicago 47 
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Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
31 N. STATE ST. CHICAGO 2, ILL. 
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q Kurt Jonatat, retail jeweler, 135 South 
La Salle St., reports that his wife, Loretta, 
has taken over the bulk of the store’s op- 
eration. Mr. Jonatat now spends most of 
his time at his farm in St. Charles, IIL, 
about 40 miles west of Chicago. He raises 
beef cattle on his 200-acre farm. 

4 Members of the Jewelers’ Club of Chi- 
cago have begun plans for their annual 
Christmas dinner, to be held at the club 
on Saturday evening, December 23. 

q Armstrong Jewelers, Hammond, Ind., 
have announced that the opening of their 
new store probably will be delayed until 
after the holidays. The firm’s new building 
originally was scheduled for completion in 
mid-December. Irving Chayken, manager, 
reported that material shortages slowed 
down the construction work, making it 
unlikely that the store would be ready by 
the December deadline. At present, the 
firm is operating at a temporary location, 
one block from the site of the new 
building. 

4 James G. Flateau, of Don Juan watch- 
bands, enjoyed a two-week vacation in 
Florida in late November. The Don Juan 
organization also announced that Harry 
Herman has been added to the staff as New 
York representative. 

q¢ D. Fergus and Co., wholesale firm, 5 
South Wabash Ave., has expanded its office 
facilities in recent weeks. David Fergus, 
owner, said more office space was needed 
because of an increase in business. 

q The Williams Jewelry and Manufactur- 
ing Co., 10 South Wabash Ave., was among 
the exhibitors at the National Safety Coun- 
cil exposition which was held in conjunc- 
tion with the 38th Annual National Safety 
Congress, held in Chicago Oct. 16-20. The 
firm had prominent display space and 
showed a large selection of safety award 
medals and trophy items in its booth at 
the Stevens Hotel. The firm is widely 
recognized as designers of industrial em- 
blems and awards. 





Over 300 Jewelers Attend 
Product Knowledge Meeting 


The Jewelers’ Association of Greater Chi- 
cago held the third in a series of product 
knowledge meetings on November 8 in the 
Terrace Casino of the Morrison Hotel. 
Once again more than 300 store owners and 
salesmen turned out to hear representatives 
of leading manufacturers describe their 
products and discuss the best sales ap- 
proach to them. 

Products under discussion during the 
November meeting were those of the Parker 
Pen Co. and the Elgin National Watch Co. 

Parker was represented at the meeting 
by James Black, a vice-president of the 
firm; David Gullett, general sales manager; 
Mark M. Morrissey, Midwest sales man- 
ager; David Watrous, advertising manager; 
George Eddy, assistant advertising man- 
ager; Harold P. Nutley, promotion manager, 


a 


and Al Hanser, who handles the Parker 
account for the J. Walter Thompson adver. 
tising agency. 

On hand for Elgin National were Wiis 
D. Evans, general sales manager; Tommy 
O’Connell, Midwest salesman; Neil Sche. 
net and Sandy Wilder, advertising manager. 

Other guests included the following ex. 
ecutives of Elgin American Division of the 
Illinois Watch Case Co.; Allen B. Gellman, 
president; Norman Schreiber, executive 
vice-president, and Dale Mehrhoff, advertis. 
ing manager. Lou Kanow, Midwest repre. 
sentative for the Jacques Kreisler Mfg, 
Corp., also cooperating in the association’ 
program, was another guest. 

Another highlight of the meeting was the 
showing of the film, “The Magic Key,” on 
advertising, its purpose and techniques, 

As usual, the program was ably con. 
ducted by Norman Kernis, association 
president. 

Benjamin L. Sacks, executive secretary 
and counsel, announced that the group’s 
next meeting was scheduled for December 
6 at the Morrison Hotel. This will be a 
closed session, for store owners only. Its 
purpose will be to evaluate the organiza. 
tion’s cooperative advertising program 
which is now nearing completion and to 
discuss plans for next year. 





Showerman Elected Chanticleer 
Of Chicago Golden Roosters 


Richard “Dick” Showerman, manufac- 
turers’ representative with offices at 29 E. 
Madison St., is the newly-elected Chanti- 
cleer or president of the Golden Roosters, 
a fun-loving, fraternal group of Chicago 
jewelers. He was elected November 9 at 
the organization’s annual stag party. 

Vincent J. Newman of the Jewelers’ 
Board of Trade, was re-elected Keeper of 
the Nest Egg, or treasurer, of the organiza- 
tion. Robert Lieberman of Stein and Ell 
bogen, is the new Scratcher, or recording 
secretary. 

At the same affair, the Roosters amended 
their by-laws to allow the election of hon- 
orary members to the group. Following 
this action, four honorary members were 
named. They are: Walter Connor, Finar 
Bagge, Tom McMahon and Harry Radix. 


—— 
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All were formerly associated with the 
jewelry trade in Chicago and are now 
retired. 

The entertainment at this years stag 
party proved a pleasant surprise to the 
members. In place of the customary va- 
riety entertainment, the committee, under 
the direction of Herman Kramer of Lossau 
and Kramer, arranged for six boxing bouts 
to be staged by the Catholic Youth Or- 
ganizations. 

During another part of the evening, ap- 
proximately $2,000 was pledged to the 
henefit of YMCA boys’ camps. 

The next big affair scheduled for the 
Roosters is the organization’s annual Feb- 
ruary party, a formal affair at which mem- 
bers are invited to bring their families. 
Mr. Kramer is also in charge of arrange- 
ments for the February party. 





Kernis Opens Remodeled Store 


Norman Kernis, president of the Jewelers 
Association of Greater Chicago, announced 
the grand opening of his newly remodeled 
store, Norman Jewelers, 6355 South Hal- 
sted St. The preview opening was held 
Friday, November 24, and _ continued 
through Saturday and the following Mon- 
day. 

The store now covers a 50-foot frontage. 
It was started as an 18-foot jewelry store. 
As he began to sell more appliances, Mr. 
Kernis expanded into the store next door, 
then took over the one adjoining it. The 
old store had a front which was broken 
into three definite sections. The store now 
has separate entrances for appliance and 
jewelry departments. Double glass doors 
are used on the appliance side and single 





glass doors on the jewelry side. The appli- 
ance side is designed with an open front 
with a small show window for tiny appli- 
ances. The jewelry window has a high 
bulkhead section for small items such as 
diamonds and watches, and a low bulkhead 
partition for larger items like silverware. 
The windows are curved glass. In front of 
each door panel is a terrazzo section bear- 
ing a specially-designed insignia. 





Pfiaum Addresses CJA Luncheon 


The Chicago Jewelers’ Association held 
its first luncheon meeting of the season on 
October 19 at the Palmer House. The af- 
fair was mainly a social function in honor 
of 12 past presidents of the association who 
were on hand for the occasion. 

Guest speaker was Irving Pflaum, col- 
umnist and political analyst for the Chicago 
Sun-Times. In his talk, Mr. Pflaum warned 
of “other Koreas”—further provoking at- 
tacks by Soviet satellites. 

The group’s November meeting was 
scheduled to take place on November 16, 
also at the Palmer House. Discussion was 
scheduled on plans for the group’s annual 
banquet to be held on January 6 at the 
Hotel Stevens. 





IDR Offers Reprints of Articles 


A list of articles that have appeared in 
the Industrial Diamond Review and con- 
temporary journals, as well as reprints of 
the articles themselves, are available free 
of charge upon request. Interested parties 
should write to The Industrial Diamond 
Information Bureau, 32-34 Holborn Via- 
duct, London, E.C.1. 





CEDAR RAPIDS WATCHMAKERS HAVE GALA TIME AT BANQUET 








Members of the Cedar Rapids Watch- 
makers Guild, and their guests, will long 
regard this year’s Annual Fun Night as 
one of the most enjoyable affairs in the 
organization’s history. Approximately 183 
turned out for the occasion which was held 
at the Cedar Rapids Horseman’s Club, 
Cedar Rapids, Iowa. Speeches were taboo 
at the affair, the entire evening being given 
over to entertainment and dancing. 
After a delightful dinner in the club’s 
ballroom a first-class program of enter- 
tainment was presented. In addition, over 
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100 handsome door prizes were drawn for 
and distributed. 


Real credit goes to Joe Hoyt, genial pres- 
ident of the Cedar Rapids Watchmakers 
Guild, for making the affair one to be re- 
membered by all those who attended. Mr. 
Hoyt was ably assisted by the following 
chairmen: Louis Prastka, Prastka Jewel- 
ers; Les Zacheis, vice president of the 
Horological Association of Iowa, and G. 
Y. Swartzendruber, president of the United 
Horological Association of America. 
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q The annual dinner meeting and election 
of officers of the Cincinnati Wholesale and 
Manufacturing’ Jewelers Association will 
be held in Hotel Alms on Jan. 15, it was 
announced by Clarence Loeb of Litwin 
and Sons, Inc., chairman of the entertain- 
ment committee. 

q Donald Brodbeck has joined his father, 
Charles Brodbeck, as an apprentice in the 
jewelry manufacturing business at Sixth 
and Vine Sts. Donald will become a mem- 
ber of the firm upon his graduation from 
Elder High School next June, following 
in the footsteps of another brother, Gilbert, 
who joined the firm last June. The com- 
pany, now known as Charles Brodbeck and 
Sons, succeeded Rohs and Brodbeck, upon 
the recent retirement from the business of 
E. B. Rohs. 

q Among local salesmen recently out on 
year-end selling trips were Robert Faigle, 
Faigle Brothers, manufacturers, 528 Walnut 
St.; Jack Aufderbeck and J. B. Goodman, 
I. B. Goodman Mfg. Co., 205 West Fourth 
St.; A. R. Jester and L. F. Rohan of A. R. 
Jester, manufacturer, Lyric Bldg.; Edward 
Effler and Robert J. Seifert, the Albert and 
Seifert Co., wholesalers, 18 West Seventh 
St.; Al Kovac, the Flanagan-Kovac Co., 
wholesalers, Enquirer Bldg.; Ralph E. 
Goebel, wholesaler, Provident Bank Bldg., 
and William R. Black, William Garrett, 
Harry Cooper, Edwin Schwind, Howard 
Staudemeyer and Philip Kline, the Harry 
Greenwold Co., 18 West Seventh St. 

q Bihl Brothers, located at 123 East Eighth 
St., in suburban Newport, Ky., have com- 
pleted redecorating their quarters with the 
installation of new light-wood display cases, 
backed by a color scheme of grey and 
peach. 

q Frank Garrett, retailer at 504 Broadway, 
who was recently appointed aide-de-camp 
to the national commander of the Veterans 
of Foreign Wars, was general chairman for 
the local Armistice Day program. Mr. and 








One millionth clock in Great 


produced 
Britain by Westclox Ltd., of Dumbarton, 
Scotland, was flown to New York on Novem- 
ber 8th for presentation to Arnold J. Wilson, 


president of General Time Corporation, 

parent company of the Scottish firm. 

Stewardess Elaine Shuler is shown presenting 
the clock to Mr. Wilson. 





CINCINNATI 


Mrs. Garrett had, just returned from a motor 
trip through 15 western states and Mexico 
q Damage estimated at $4,000 was caused 
by a naphtha explosion in a jewelry clegp. 
ing machine in the retail store of George 
Weibell, in suburban St. Bernard, Qhio 
Mr. Weibell, who was using the machine 
at the time, escaped injury, but the stor. 
interior was ruined bythe blast and resy)). 
ing fire. 

CorRECTION: It was incorrectly state 
here in the November issue that Jule Kas. 
sel of the Kaufman-Kassel Co., manufac. 
turers, had been “calling on the retail 
trade.” Mr. Kassel has subsequently jp. 
formed THE JEWELERS CIRCULAR-KeEystoyy 
that the company is a manufacturing 
jewelry concern calling only on wholesale 
jewelers and jobbers. 

q A number of employees of George H. 
Newstedt and Co., retailers at 100 Wes 
Fourth St., are enrolled in the Elgin sale 
training course. 

q The 1951 catalogs of the Wallenstein. 
Mayer Co., wholesalers at 31 West Fourth 
St., were placed in the mails recently. 

¢ David Sharp, retailer at 3106 Madison 
Road, has added attractive new wall cases 
in which to display his expanded stock. 

¢ Joan Richardson Bluhm has retired as 
secretary in the office of Schira Brothers, 
manufacturers at 530 Walnut St. 

q Maury Gerwe of the Gerwe Brown Co, 
wholesalers, Temple Bar Building, enjoyed 
a fall hunting trip at Lake o’ the Woods, 
Canada, and John Gerwe of the same firm 
and his wife spent a late vacation at Clarks 
Lake, Mich. Maury Gerwe and George E. 
Brown also visited the Hamilton Watch 
Co. plant in Lancaster, Pa. 





Baumgold Brothers Dramatize 
Diamonds on Weekly Telecast 


The thrilling part that diamonds have 
played in peace, industry and war was ef- 
fectively dramatized by Baumgold Broth- 
ers, one of the nation’s largest diamond 
cutters, over the weekly television program, 
“Science in Review.” The firm, and its 
subsidiary, the Diamond Tool Research Co., 
was selected by the Johns Hopkins Univer- 
sity of Baltimore, Md., one of the outstand- 
ing scientific educational institutions in the 
country, as the feature of its program which 
took place on Tuesday evening, Oct. 31. 

Each week the university selects an out- 
standing company in its particular indus- 
trial field to dramatize the part that science 
plays in making the American economy the 
most significant and potent force in the 
world today—both for peace and the well- 
being of the world. 

For those jewelers who may have missed 
the program, and others who live in regions 
where the telecast may not have reached, 
Baumgold Brothers have prepared a booklet 
giving the full text of the program. Copies 
may be obtained by writing the firm at 
62-72 West 47th St., New York 19, N. Y. 
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TROPHY AWARDS PROMOTE SALES AND 


GOODWILL 





Frank Hammer (third from right), manager of Altman & Green Jewelers, Ithaca, N. Y., 

presenting Small Fry Football Trophy to Edgar Seebring, Ithaca Youth Bureau Director. 

Looking on are representatives of the Ithaca Small Fry Football League, an organization 
with an approximate membership of 300 youngsters. 


Presenting trophies and awards to win- 
ners of various events had paid-off for 
Altman & Green, retail jewelers of Ithaca, 
N. Y. The firm has won a whole community 
of new friends by presenting these awards 
and has accrued much valuable goodwill 
and publicity. 

During the past few months, Altman & 
Green has awarded a trophy to the Ithaca 
City Baseball League which is composed 
of eight teams representing the factories 
and the veteran organizations in Ithaca. 
Also, the firm awarded a gent’s diamond 
ring to the coach of the Ithaca High 
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School team for going undefeated for two 
seasons and winning the sectional cham- 
pionship. 

Some of the other awards made by the 
firm were: a trophy for the county soft- 
ball league which is made up of six nearby 
counties; a wrist watch to the winner of 
the Ithaca Soap Box Derby which had 
over 75 entries, and an Armistice Day 
award of a ladies wrist watch to the out- 
standing majorette. 





Katz Terms Advertising 
‘Key to Staying in Business’ 


“The surest way I know of selling any 
product, providing the product is right, is 
by advertising it,” Benjamin S. Katz de- 
clared October 6 in a special address before 
a large audience at the Ohio State Univer- 
sity Advertising and Sales Promotion Con- 
ference in Columbus, Ohio. “Because Gruen 
has increased its advertising budget each 
year in the last fifteen years, our sales 
have not only kept pace with our advertis- 
ing expenditures, but have often exceeded 
advertising expenditures percentage-wise,” 
Katz explained. 

He said one of the most important fac- 
tors influencing this sales increase is the 
Gruen policy of creating style conscious- 
ness through advertising. Another im- 
portant factor, he added, was the effective- 
ness of ‘television spots in introducing new 
watch styles. Today over 70 per cent of 
Gruen’s advertising budget goes into tele- 
vision, 


Members of Arizona RJA 
Elect Straus President 


Malcolm Straus, of Phoenix, was elected 
president of the Arizona Retail Jewelers 
Association on October 15th during the 
annual meeting of the group held in the 
Hotel Adams, Phoenix. 

Clay Smith, of Phoenix, was named vice 
president and Henri Sanchez, of Glendale, 
was elected secretary-treasurer. 

Straus, who was vice president of the 
association, succeeds Peter Smolak, of 
Phoenix, as president. 

More than 100 state jewelers attended 
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Lindenbaum Buys Reader Store 


Jules Lindenbaum, president of the King 
Jewelry Co., has purchased Reader’s Jewel- 
ers of 1333 Third St., Santa Monica, from 
Harry Reader. The store will continue to 
be operated under its former name. 

This is the fourth unit for the King or- 
ganization, which operates stores in Los 
Angeles, Whittier, and an earlier Santa 
Monica location. 


Record Attendance Expected At 
Second Western Jewelry Show 


As a result of a recent survey completed 
by the Los Angeles Chamber of Commerce 
among jewelry buyers and retailers in the 
11 Western states, a record attendance is 
expected at the second Western Jewelry 
and Silverware show scheduled for Febru- 
ary 11 through 14 at the Biltmore Hotel 
in Los Angeles. 

A substantial increase in jewelry and 
silverware exhibitors as well as in lines of 
china and glass is expected to draw ad- 
ditional attendance to the February mar- 
ket, according to Elliot Hine of the Broad- 
way Department Store, Inc., chairman of 
the show committee. 

Mapping specific plans for the show are 
the two vice chairmen, Frank Stirling and 
Walter B. Dorrer, and a committee com- 
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prised of Helen C. Kane, Ulrich Paige, 
Ruth L. Ponoroff, Robert W. Birch, Adeline 
E. Holman, S. F. Irmas, Luella L, Martin 
Mildred M. Miner, Olive Phillips, Harry | 
Stedman, Adele Zorn, Robert Greenberg 
Herman Hirsch, Jack Martin, William 
Roseman, Jack H. Spiro, Sherman C. Wade, 
and Maury Zimmerman. 


Among the new exhibitors will be many 
dinnerware and silverware manufacturers, 
nationally advertised watch lines, and spe. 
cialty firms in the costume jewelry field, 





Interesting Lecture on Jade 
Highlights AGS Guild Meeting 


A good crowd faced George Houston, 
president of the Southern California Guild 
of the American Gem Society, at the Jast 
autumn meeting which was held in the 
Los Angeles Athletic Club. 

A. L. Woodill, executive director of the 
American Gem Society, gave the guild a 
detailed report of his trip around the coun. 
try during which he conferred with mem. 
ber stores. He reported that he saw an 
appreciative increase in interest in the 
work of AGS wherever he visited. 

Dave Widess, vice president of the guild, 
had as the speaker of the evening, Chang 
Wen Ti, whose subject was “Jade, the sym- 
bol of China.” Mr. Chang is one of the 





NEW SALT LAKE CITY BRANCH OF S. H. CLAUSIN & CO. 





The magnificent display room of S. H. Clausin's new Salt Lake City branch, shown above, 
is handsomely furnished with smart modern fixtures. 


Retail jewelers in Utah and the sur- 
rounding area had an opportunity to have 
a good look at the bright and shining new 
display offices and warehouse of S. H. 
Clausin & Co. in Salt Lake City on October 
8, 9 and 10. 

The company held “Open House” on 
those dates and was host to a large number 
of retailers from not only the Salt Lake 
City area but many points outside. Some 





of the visitors brought along personnel 
from their stores and everyone had an 
opportunity to examine the stock and facili- 
ties available and get better acquainted 
with John Staub, the new Clausin zone 
manager, and his staff. 

The new Clausin office, display room, 
stock room and shipping department covers 
about 2500 square feet at 409 Darling 
Building. Salt Lake City. 
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country’s foremost experts on jade. He is 
himself a lapidary, using both the ancient 
Chinese methods and tools as well as mod- 
em devices. He has been in this country 
for ten years and is president of the Chinese 
oda Co. 

or and collecting jade has been the 
life work of Mr. Chang. With samples of 
jade from China, Manchuria, Burma, 
Alaska, Wyoming and California, both in 
the rough and finished pieces, he wove an 
interesting story of present day usage of 
jade. In his estimation, as well as that of 
other experts, Mr. Chang places the pure 
white as the most valuable, yet many versed 
Chinese prefer dark green as the most 
beautiful and restful. The more translucent 
the piece is, the higher valuation is placed 
on it. 

Jade, continued Mr. Chang, has its own 
standards of value. In order of value classi- 
fications, the quality and color of the stone 
comes first, then the weight, followed by 
the perfection. 

How China has used jade from the times 
of the Stone Age to the present time was 
outlined by the speaker. Several thousand 
years ago, jade was used as a symbol of 
rank of the rulers and was used by War 
Lords to convey messages to the chieftains 
in the field. Authentic reproductions of 
these jade symbols, as well as some au- 
thentic originals which were over 2000 years 
old were exhibited to guild members. 


Hints on Silver Merchandising 
Outlined at 24-K Club Meeting 


“No article sold in the jewelers’ stock 
will give the dealer as much profit and 
the customer more satisfaction than a set 
of sterling or good plated flatware,” Percy 
Jones, manager of the E. W. Reynolds 
company’s silver department, told the Sep- 
tember gathering of the Jewelers 24 Karat 
Club of Southern California. 

Price protection, freedom from mechani- 
cal trouble, credit-sale confidence, and 
wide-open add-on sales were quoted as 
some of the advantages of this merchandise. 

As a quick measure of the jeweler’s own 
merchandising success, Jones estimated that 
average volume, dollarwise, is divided fairly 
equally between sterling and plate. Indi- 
vidual store figures, he suggested, should 
match that proportion. 

Reporting last year’s sales volume as 
$350 million, including restaurant and 
hotel purchases and house-to-house sales. 
the speaker suggested “mothering” of 
merchandise: that is, enhancing and spot: 
lighting each item in a showman-like pres- 
entation. Laying out place settings on a 
crisp doily, as in a gracious dining room, 
is another valuable selling technique, he 
noted. 

Declaring the industry “many-faceted 
like the diamond,” Jones illustrated the 
interdependence of each division upon the 
other. “Look over the enchanting list of 
products we supply the public: Diamonds— 
fascinating, flashing products of mother 
earth and the desire of all women. Watches 
and clocks—bundles of live time built by 
the brain of man and accountable only to 
the stars for accuracy. Jewelry—fashioned 
from the most precious of metals, supply- 
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ing the urge of the most primitive as well 
as the most enlightened for personal adorn- 
ment. Silver—that metal reflecting the soft 
sheen of the new moon from which we have 
made our implements for table service, a 
symbol of gracious, cultured living.” 





Joseff Jewels Now Touring U. S. 





Fabulous screen jewels, designed by Joseff- 
Hollywood for films of the past two decades, 
are now touring the country in an exhibit 
directed by Joan Castle Joseff, president 
and owner of the concern. Here, screen 
actress Joan Leslie displays a pearl and 
emerald costume set which was originally 
worn by Hedy Lamarr in the film ‘Algiers” 
and which is featured this year in the 
Joseff commercial jewelry line. 
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Sapphirized Titania. 


—_: 


SIERRA GEMS INC., Sierra Madre, California 
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Nationally Advertised 


Booths 
FINE 
ENGLISH 
TABLEWARE 


Pamphlets of 14 outstanding 
BOOTHS patterns sent upon 
request 


Address Dept. JC 


MIDHURST 


IMPORTING 
CORPORATION 


129 FIFTH AVENUE 
NEW YORK 3, N. Y. 




















Dr. importers of 
SJ ENGLISH CHINA 
and 


EARTHENWARE 
Steek and Import 


A pd dy tliat & CoO., INC. 


Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROW® DUCAL Dinnerware FOLEY Bone China 
MASON'S ironstone Ware IRiSH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Vv. 
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Henshel Testimonials Lend Influence to Fund Drives 





AA NA 
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New York City Comptroller Lazarus Joseph was toastmaster and Louis Nizer, attorney and 
author, guest speaker, at the watch industry's annual dinner for the Federation of Jewish 
Philanthropies, November [5th at the Hotel Pierre, in tribute to Col. Harry D. Henshel 
Bulova Watch Co. Left to right are Stephen W. Hofman, Diamond Distributors, Inc., deputy 
general chairman of the jewelry industry's overall drive; Milton Weill, Arrow Mfg. Co., chair. 
man of Federation's Business Men's Council; Mr. Nizer; Oscar M. Lazrus, Benrus Watch Co, 
Watch Division chairman; Mr. Joseph; Col. Henshel, and Rabbi Simon Noveck, Park Avenue 
Synagogue, who delivered the invocation. 


of Federation’s Business Men’s Counejl 
spoke of the great work Federation’s jnsti. 
tutions had accomplished and accepted the 
contributions totaling over $200,000, 

Colonel Henshel, who is overall chairman 
of the jewelry industry’s Federation drive, 
was presented with a silver tray inscribed 
in tribute to his outstanding leadership and 
devotion in the industry and the com. 
munity. 

Though visibly moved by the size of the 
turnout and the handsome silver tray, Col. 
onel Henshel carried his part of the cere. 
mony with a self-effacing plea for the Fed. 
eration of Jewish Philanthropies. 

On November 8th, just one week prior 
to the annual Watch Division dinner, Col- 
onel Henshel was honored for his “out. 
standing aid to the Histadrut in Israel” at 
a dinner attended by industry leaders at the 
Waldorf-Astoria Hotel. The dinner was 
given by the Business and Industry Coun- 
cil of the Israel] Histadrut Campaign. 

Colonel Henshel was chairman of the 
Jewelry Division of the Israel Histadrut 
Campaign. Funds raised through this fund- 
raising drive will go to Israel for housing, 
vocational training, health services and cul: 
tural activities for the new immigrants. 


The traditional friendship and generosity 
of the watch industry was warmly mani- 
fested on Nov. 15, at New York’s Hotel 
Pierre, as Col. Harry D. Henshel, Bulova 
Watch Co., was honored by some 200 of 
his colleagues and associates among the 
watch and accessory manufacturers, whole- 
salers, retailers and downtown dealers at 
the annual Watch Division dinner for the 
Federation of Jewish Philanthropies of 
New York. Oscar M. Lazrus, Benrus Watch 
Co., division chairman, announced that con- 
tributions received and pledged at the din- 
ner amounted to a substantial increase over 
last year’s figure, and inaugurated in fine 
style the industry's unique campaign to 
raise a quota of $700,000 to provide the 
“miracle” drugs needed to save lives in 
Federation’s medical institutions. 

New York City Comptroller Lazarus 
Joseph was toastmaster. Louis Nizer, at- 
torney and author, was guest speaker, 
bringing to those present a dramatic and 
compelling picture of the many thousands 
of New Yorkers who, because of insufficient 
funds, cannot immediately be served by 
Federation’s 116 hospitals and_ welfare 
agencies. 

Milton Weill, Arrow Mfg. Co., chairman 


MILTON ROSENBERG HONORED BY EMPLOYEES 
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Milton Rosenberg (fifth from left), president of B. F. Hirsch, Inc., was tendered a surprise 

testimonial dinner on the evening of November I8th at the Hotel Commodore in New York 

City. Much credit for the success of the party goes to Miss Sara Appel (second from left) 
and two fellow workers who handled all arrangements for the affair. 


While one of those most difficult to per- | a gathering of his employees assembled to 
form, a surprise party was successfully ex- pay tribute to him. 
ecuted on Saturday, Nov. 18, in the West Approximately 175 people greeted Rosen- 
Ballroom of the Hotel Commodore in New berg as he entered the room, filled with em- 
York City. ployees and friends with one purpose to 

Miss Sara Appel and co-chairmen of the show their appreciation for Mr. Rosen- 
committee, Irving Roth and Seymour Korn, berg’s leadership. Speeches were limited, 
laid plans for a testimonial dinner to Mil- praise was kept within reason and Mr. 
ton Rosenberg, head of B. F. Hirsch, Inc., Rosenberg modestly accepted the tribute. 
with such care as to keep the principal Dinner, entertainment and dancing con- 
from suspecting that he was walking into cluded the affair. 
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January 


4.12—Pittsburgh Glass & Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

4.12—Keystone China & Glass Show. 
Hotel Fort Pitt, Pittsburgh, Pa. 

6—Chicago Jewelers Association, Annual 
Banquet, Hotel Stevens, Chicago, Ill. 

13—Twenty-Four Karat Club of the City 
of New York, 48th Annual Banquet, Wal- 
dorf-Astoria Hotel, New York. 

13-15—Florida China, Glass, Gift Show, 
San Juan Hotel, Orlando, Fla. 

14-19—New York Lamp Show, Hotel 
New Yorker, New York. 

15—Cincinnati Wholesale & Manufactur- 
ing Jewelers Association, Annual Dinner 
Meeting, Hotel Alms, Cincinnati, Ohio. 

91-26—Mid-Winter Market Week Gift 
Show. Parker House, Boston, Mass. 

91-26 — California Gift Show, Brack 
Shops, Merchandise Mart, Biltmore Hotel 
and Alexandria Hotel, Los Angeles, Calif. 

22-25—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 

28-31—New York State Gift & Art Show, 
Hotel Onondaga, Syracuse, N. Y. 

28-February 1—Washington Gift Show, 
Hotel Willard, Washington, D. C. 

29-February 1 Mid-South Gift and 
Jewelry Show, King Cotton Hotel, Memphis, 
Tenn. 





February 


3—Boston Jewelers Club, Annual Ban- 
quet, Hotel Statler, Boston, Mass. 

4-7—Buffalo Gift Show, Hotel Statler. 
Buffalo, N. Y. 

4-7—Western Gift, Jewelry, Toy & House- 
wares Show, Civic Auditorium, Palace 
Hotel, San Francisco, Calif. 











4-17 — Merchandise Mart Gift Show, 
Merchandise Mart, Chicago, III. 

5-9—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif. 

5-16—Chicago Gift Show, Hotel LaSalle 
and Palmer House, Chicago, IIl. 

5-16—Registered California Gift 
Dinnerware Show, Morrison Hotel, 
cago, Ill. 

1]1-14—Southern Jewelry Show, Atlanta 
Biltmore Hotel, Atlanta, Ga. 

11-14—Second Western Jewelry & Silver- 
ware Show, Biltmore Hotel, Los Angeles, 


and 


Chi- 


Calif. 

11-15—Pacific Northwest Gift & Art 
Show, Olympic and New Washington 
Hotels, Seattle, Wash. 

14-15 — Indiana Jewelers Association, 
Mid-Winter Convention, Lincoln Hotel, 


Indianapolis, Ind. 
18-21—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 
18-21—Portland Gift 
Hotel, Portland, Ore. 
18-22—Allied Jewelry 
Hotel, Los Angeles, Calif. 
18-23—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, and Individual Show- 
rooms, Dallas, Texas. 
18-23—Allied Gift & Jewelry 
Adolphus Hotel, Dallas, Texas. 
18-23—Dallas Lamp, Gift & Housewares 
Show, State Fair Grounds, Dallas, Texas. 
26-March 1 — New York Gift Show, 
Hotels Statler and New Yorker, New York. 


Portland 


Show, 


Show. Biltmore 


Show, 


March 


1-7—Denver Gift & Jewelry Show, Al- 
bany Hotel, Denver, Colo. 

4-7—St. Louis Gift Show, Statler Hotel. 
St. Louis, Mo. 

4-8—Spring Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

5-9—Boston Gift Show, Hotel Statler, 
soston, Mass. 

5-9—Parker House Gift 
House, Boston, Mass. 

18-21—Heart of America China & Glass 
Show, Muehlebach Hotel, Kansas City, Mo. 

25-27—Carolina China, Glass & Gift 
Show, Charlotte Hotel, Charlotte. N. C. 


Show, Parker 
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MLHS HOLDS ANNUAL DINNER AT HOTEL WARWICK 


ene 


ae 








Ren 


Over a hundred members and guests of the Maiden Lane Historical Society gathered at the 
Warwick Hotel, New York, on the evening of October 26th for the annual dinner of the 
organization. The evening was a short one as such affairs go, but during that time, 
everyone was treated to an excellent steak dinner followed by a very entertaining program. 
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SELL THE FABULOUS 
KW Continental Beauty 


LIGHTERS 


Beautiful. Dainty. Practical. 
Enamel Patterns in gorgeous 
reds, blues, greens, and 
blacks. 


Genuine deep-etched multi- 
color patterns. 


Women adore their glamor- 
ous beauty — men like their 
wafer like thinness for the 
vest pocket. (Illustrations are 
less than half actual size.) 


EXCLUSIVE FEATURES — no 
screw driver or coin needed 
to refuel and reflint. Nothing 
to get out of order. Precision 
made, mechanically perfect. 
Money back guarantee. 


Send for folder showing the 
full line and our special 


profit making introductory 
offer. 
Or better still—send $18.87 


for sample assortment of 4 
lighters shown on left. We 
pay postage. Return them 
for refund if not satisfied. 


TRIPLEX LIGHTER COMPANY 


1133 BROADWAY, NEW YORK 10, 


Re VV. 


TELEPHONE: ORegon 5-4356 °« 





GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 77-0400 
CHINA . GLASS =) TABLEWARE 


EARTHENWARE °@ # £4GIFT and ARTWARES 


Domestic and Foreign 











DELLA WARE 


AMERICAN MADE 
distributed by 


FISHER, BRUCE & CO. 


| Phila.: 221 Market St. e New York: 1107 Broadway 




















TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 














DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue 
wah lgealohlollt Ma | loled 


GIFT AND ART 


ak 3S aeeeela | 


Chicago NOVELTIES 
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Shock Protective Devices for Watches 





Second in a series of articles on shock-resistant devices used in modern 


watches, information for which is supplied by the Swiss Watch Repair Parts 


Information Bureau in New York. The “Incabloc”’ device is explained here. 


; a “Incabloc” is the trade marked device 
manufactured by Universal Escapement, Ltd., at La 
Chaux-de-Fonds, Switzerland. Invented in Switzerland in 
1933, this device was improved in 1938 and this Model 
1938 is the one in use today. 

Technically, the “Incabloc” is composed of a conical 
brass bushing which slides on the inner cone-shaped sur- 





















Figure |. Working parts 
"Incabloc" shock resistant 
device. 


End-piece 





Staff 


faces of an end-piece or block, one of which is located on 
each end of the balance staff. One is fitted in a hole in 
the balance bridge; the other, on the dial side, into a hole 
in the plate. Each bushing is fitted with a hole jewel and 
supports a cap jewel. The whole of each unit is held 
together by a special lyre-shaped spring which is really 
the heart of the “Incabloc.” (See Figure 1.) 


HOW THE INCABLOC WORKS UNDER SHOCKS 


In the case of a vertical or end shock caused by the 
watch being dropped on its dial side or back, the balance 
staff moves in accordance with the law of inertia, forcing 
out the bushing and its enclosed hole and cap jewels 
against the pressure of the lyre-shaped spring. This 
movement or shock is absorbed by this spring and is 
eventually stopped by the shoulder of the staff coming 
ito contact with the block or end-piece. (C against D1 
and D2, Figure 2.) The spring then, by its elasticity, 
returns the bushing to its normal position and, due to 
the conical shape of the bushing, keeps it perfectly cen- 
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tered. The balance staff pivot, under such a vertical 
shock, has merely resisted the weak pressure of the lyre. 


shaped spring. 
We [i 


OV, ; 


sos 


. = 






























A 














Figure 2. Under vertical or end-shock, forces out bushing 

and its enclosed hole and cap jewels against pressure of 

the lyre-shaped spring, which absorbs this shock-transmitted 
movement. 


When the watch is dropped on its side, resulting in 
horizontal or sideways shock, the bushing moves up and 
sideways in its conical fitting under the pressure of the 
displacing balance staff pivot. This movement is like- 


























Figure 3. Side or horizontal shock is absorbed by movement 
of bushing up and sideways in its conical fitting against 
pressure of the lyre-shaped spring. 
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NAVY 
WATCH MANUFAC. 


TURERS AND THOUSANDS OF WATCHMAKERS 


IN USE AFTER 


‘ecg. 
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THAN ALL OTHER WATCH 


ie 
| ae 


WY 
[. 4 
iw 
= 
Ta] 
< 
= 
de 
O 
< 
> 
Lu 
e 
O 
2 


THROUGHOUT THE WORLD. 


HAVE BEEN SOLD 

TIMING MACHINES COMBINED 

THOROUGH TESTS BY THE ARMY 
SIGNAL CORPS, 
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wise absorbed by the pressure of the lyre-shaped spring 
and stopped as soon as the small base of the staff 
(E, Figure 3) hits the end-piece (D). As previously, the 
spring, whose tension is the only one to act on the pivot. 
springs the bushing and jewels back to their normal 
position in the exact center of the end-piece. 


ASSEMBLING THE INCABLOC 


To assemble the “Incabloc” on the balance bridge side. 
the regulator is first placed into position on the bridge. 
over the hole for the end-piece of the “Incabloc” device. 
This end-piece is next pushed into the balance bridge 
hole from the top. The U-shaped bolt which is the only 





Figure 4. In disassembling the Incabloc device, one end of 
lyre-shaped spring is freed from its slot in top of the end- 
piece with pair of tweezers. 


means of holding the “Incabloc” assembly in the balance 
bridge, is slid into the slot under the bridge. This bolt 
which has tapered ends, has to be forced completely into 
place so that its curved end and side pieces fit snugly into 
the groove cut for it in the outside of the end-piece of the 
“Incabloc” assembly. 

On the dial side of the movement, the end-piece is 
pushed into the hole made for it in the plate. A screw hole 
is provided in a projecting side of this end-piece by means 
of which it is screwed to the plate. 


DISASSEMBLING THE INCABLOC UNIT 


Taking apart the “Incabloc” assembly is a compara- 
tively simple matter. With a pair of tweezers, one of the 
ends on the open side of the lyre-shaped spring is pushed 
down and sideways out of its slot in the top of the end- 
piece. This relieves the pressure of the spring and the 
other open end slides out of its groove easily. (See 
Figure 4.) 

The spring now is lifted upright, the while remaining 
fastened to the end-piece at its closed end in the manner 
of a hinge. The cap jewel and brass bushing with its 
enclosed hole jewel can now be easily lifted out or, by 
turning the movement upside-down, will fall out in the 
hand. The pivot of the balance staff is now readily acces- 


sible. (See Figure 5.) 
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CLEANING AND OILING 


To clean and oil the “Incabloc” unit, the cap jewel 
must be separated from the brass bushing. (Figure 6,) 
Sometimes when the oil is dry, this jewel may stick in jt 
groove in the bushing. In order to separate them, it jg 
suggested that they be placed in alcohol. 





Figure 5. Lifting the lyre-shaped spring frees cap jewel and 
brass bushing with its enclosed hole jewel. One end of 
spring remains fastened to end-piece. 


The cap jewel must be cleaned thoroughly, making 
sure to rid it of all the old oil. This same applies to the 
hole jewel. The latter is held with a tweezer and the hole 
cleaned with a sharpened piece of pegwood. 

When this is done, a drop of balance wheel oil is 
placed in the center of the hole jewel and the cap jewel 
replaced. The position of the drep of oil is checked and 
the amount controlled by inspection with a loupe. 


I 





Figure 6. Cap jewel is removed to 

oil the unit. Both jewels must be 

cleaned thoroughly to remove the 
old oil. 


Before putting the bushing back in place, be sure that 
the balance staff pivots are clean and that no old oil 
remains. 

Note: When it is necessary to replace a balance staff 
in a movement that has the “Incabloc” device, be sure to 
mention to your watch parts dealer that the staff is for 
an “Incabloc” movement. Sometimes the pivot shoulders 
of the staff are differently designed and a regular staff 
cannot be used. 





The use of an airplane bombardment of “sales bargain” 
fliers has been found to be successful promotion in one 
large city. On a number of these fliers are coupons that 
entitled the finder to a dollar credit in any cooperative 
merchant's store. 
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Forestville, Connecticut ¢ 
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in Chicago 
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HINA CEMENT—Can you recommend any good 
cement for mending broken pieces of antique china 
or glass wares? (Question No. 6281) M. N. 

Answer—Success in such work calls for not only 
good cement, but also for definite skill in using it. We 
suggest buying “Duco” cement, made by Dupont Co.. 
obtainable at nearly all hardware and _ house-supplies 
stores, because it is not only an effective “holding” 
cement, but it is absolutely colorless and will not of itself 
reveal the joint where used, like cements do that have 
some color in themselves. 

Buy it ‘in collapsible-tube package; this keeps the 
cement in better condition than if in a bottle or can. 
The two points to remember are, first, absolutely cleaned 
surfaces prior to applying cement; second, to quickly 
coat the surfaces thinly with cement and get them together 
before the cement has time to thicken. Press the parts 
together firmly then and do not disturb until the cement 
has hardened; at the least, not for 24 hours after apply- 
ing. If the broken parts can be bound tightly together 
while drying out the cement, so much the better. This is, 
in fact, a “must,” if any part not supported is heavy and 
apt therefore, to separate from the other part by effect 
of its weight. 


POSTLE SPOONS—A customer brought in two 
ancient spoons that she says are sixteenth-century 
Russian Apostle spoons. She wants us to tell her their 
value. Can you help us? (Question No. 6282) T. W. A. 
Answer—Y our letter of recent date asks for sugges- 
tion of some source of information on “the value of two 
genuine 16th century Russian Apostle spoons.” Authori- 
ties on questions like this may be found in some of the 
great art museums, like the Metropolitan Museum, New 
York City. You might write the Director of this museum, 
enclosing good photographs of the spoons, and inquire 
whether they would allow you to send on the spoons for 
inspection and a report on them, and whether any or what 
fee would be charged for the service. The sending of 
photographs first, is suggested because authorities on 
antiques are bothered so often by having things sent them 
for advice on values, etc., and in so many cases the 
articles have no value and have to be reshipped at a great 
total expense of time, which costs money. Unless articles 
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are really rare, museums naturally would rather not haye 
them sent for inspection. If photographs are sent first, 
this would probably enable them to judge roughly whether 
or not a further examination would be likely to be 
worthwhile. 


AINBOW COLOR—What can | do to avoid getting 
an appearance of rainbow colors, in lacquer applied 
to cheap jewelry after cleaning it? (Question No. 6283) 
i Me: Bs 
Answer—this effect might be due to either the type 
or quality of the lacquer you are using, or to your method 
of applying the lacquer. We believe you could learn 
which (or both) of these causes the trouble, by sending 
samples of your work to the Finishes Division, E. I. 
du Pont de Nemours Co. Inc., Wilmington, Delaware. 
This firm is the largest manufacturer of lacquers for all 
purposes. They maintain a laboratory for advising users 
of lacquers on their problems and their advice, based on 
your statement and samples of your work, would be more 
reliable than our guess as to what is wrong, without our 
having samples of the work, and material used for it, to 


judge by. 
TAMPED NAME—A customer of ours, in the restau- 


rant business bought a large quantity of silver-plated 
flatware on which he wants his name marked, but by a 
cheaper method than engraving. We have experimented 
with acid-etching, with nitric acid through paraffin, but 
this does not seem to penetrate evenly and the lettering is 
not attractive-looking. We tried both thin and thick wax 
coatings, and tried dipping in acid, applying this with 
a glass acid-bottle pointed stopper. Can you point out 
anything else we should try for the etching process? 
(Question No. 6284) E. J. 

Answer—We believe that the most economical way 
to letter a name on a large number of pieces of silver- 
ware under conditions described in your letter would 
be to stamp the lettering with a steel stamp. This would 
be far quicker to do, and would make sure of clearness, 
than to attempt to do the work by any process of acid 
etching. You could either have a solid steel stamp made 
specially, with the name on only, or could buy a holder- 
stamp and an alphabetic set of steel letters with which 
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HE store with an eye-catching, 
inviting face is the store with 
customers in it! Merchants who 
have modernized their stores with 
Pittsburgh Glass and Pittco Store 
Front Metal have proved this... 
with increased sales. They proved 
that shoppers will go out of their way 
to shop in modern, attractive stores. 
A most effective “shopper stopper” 

is the Pittsburgh open-vision store 
front. It offers the maximum of dis- 








Store fronts 
and Interiors 


by Pittsburgh 














play space—the first requisite of good 
store design—lets passers-by “shop” 
the entire store interior . .. even after 
closing time. 

Don’t let passers-by pass you by. 
Use the magnetism of a modern 
Pittsburgh Store Front to attract 
shoppers to your store. And when 
you remodel, don’t skimp. For the 
greatest returns in increased busi- 
ness, modernize comdletely—inside 
and out. Easy payment terms can 
be arranged if you desire them. 

In the meantime, why not send for 
our free modernization booklet, 
“Modern Ways for Modern Days”? 
The coupon below is for your con- 
venience. No obligation, of course. 


THE LOOK THAT SELLS. The Pittsburgh open-vision front of this jewelry store in Wichita, Kansas, 
turns the entire store interior into one brilliant display case that captures the attention of the 
passer-by ... wins her admiration . . . draws her inside. The extensive Polished Plate Glass front, 
with massive Pittco De Luxe Metal settings, rises two stories. Sturdy, inviting Herculite Doors com- 
plete the open-vision design. Copper-back Mirrors on one wall rising to the second story make the 
store seem larger, brighter. Facia, bulkhead and piers are colorful Carrara Structural Glass. 
Architect: W. |. Fisher, Wichita. 


Pittsburgh Plate Glass Company 
2225-0 Grant Buiding, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy of your book on moderniza- 
tion, ‘*‘ Modern Ways for Modern Days.” 
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any variety of words could be set up and stamped, like 
printers set up type in a hand-form. Any of these kinds 
of steel stamps can be secured from J. H. Matthews & 
Co., 2334 Forbes St., Pittsburgh 13, Pa., or the Parker 
Stamp Works, Inc., 655 Franklin Ave., Hartford 1, Conn.., 


among other firms in that business. 


EMOVING RUST—How can a light coating of rust 
be removed from a hairspring? (Question No. 6285) 


GH &. &. 


A nswer—A light film of rust can usually be removed 
from a hairspring by immersing the spring in kerosene 
oil for about 24 hours. Then lay the spring on clean 
blotting paper, and with a rather fine-bristled brush 
gently stroke the coils with the brush, so as to follow the 
coils without enough force to risk any bending of the 
spring. Next immerse the spring in naphtha, gasoline, 
or alcohol, and usually the rust will be found to have 
disappeared. If, however, the above treatment has not 
removed all the rust, a more radical treatment is to stretch 
the spring into a cone shape over a piece of wood turned 
to a taper. Then with a fairly stiff watch brush dipped in 
kerosene, brush the outsides of the coils. Next scour the 
insides of the coils by laying the spring on a flat piece 
of cork, pushing the spring into a cone shape with a long- 
pointed piece of pegwood, with which strokes are to be 
made from side to side, so as to rub the surfaces inside 
the coils with the pegwood. 


With both the brush and the pegwood, some diamantine 
mixed with the kerosene used, may be necessary for good 
results. If you find it advisable to use the latter method, 
it might be well to try it first on one or more old hair- 
springs until you have acquired some experience and skill. 
so there is no risk of spoiling hairsprings in the watches 
of your customers. 


NSERTING MAINSPRING—Sometimes I have trouble 

keeping the end of a mainspring in place when insert- 

ing a spring in a barrel. Is there any sort of trick for 
doing this? (Question No. 6286) I. V. 


A nswer—To keep the T-end or double brace in place 
while pushing the spring into the barrel, a winder barrel 
should be selected that will fit inside the mainspring 
barrel with a little freedom. Next, wind the spring, allow- 
ing the outer end to project through the slot in the rim 
of the winder barrel. Having a small enough winder 
barrel will permit placing it inside the watch barrel while 
engaging the end in its hole or on its hook. Next push 
the mainspring clear of the winder into the watch barrel 
with what ever is provided or this purpose on your 
particular make of winder. 


IMEKEEPING ERROR—Sometimes we find that 
after cleaning a watch, it runs several minutes per day 
too fast. Would putting in a weaker mainspring be right 
to correct this? I tried this in one case, and it slowed 


the rate. (Question No. 6287) F. M. 


Answer—Although in general we should say that 
each watch should be examined individually, to deter- 
mine a cause for timekeeping error in that particular 
watch, there is a possible reason for fast rates in watches 
after cleaning them, which is that as oil in them grad- 
ually thickened, prior to cleaning, the slowing rate had 
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been corrected by moving regulators to the “fast” Posi- 
tion. After you have cleaned and oiled one of these 
watches, leaving the regulator as it was, would result jp 
a fast rate that should be corrected by moving the regu. 
lator toward “slow,” until the watch keeps time again, 


Your mention of putting weaker mainsprings jp 4 
produce slower rates suggests that in these cases (if 
weaker springs did make the watch run __ slower) the 
mainspring you replaced must have been é00 strong and 
produced a condition wherein the roller jewel was driven 
too far and would rebound from outside of the fork. 
horn, thus causing an erratic fast rate. If this were no} 
so, then replacing a correct-strength mainspring with q 
weaker one would really make a watch run still faste, 
instead of slower, since the much shorter arcs of bal. 
ance motion would be performed each in less time, cays. 
ing a faster instead of slower rate. 


— LATHE—I recently acquired a very com. 
plete watchmaker’s lathe outfit, with attachments 
for every purpose; but on parts of it there are different 
makers’ names, Hopkins, Boley, Rivett, and Webster. 
Whitcomb. Could you tell me when, and where these 
makers were located, or which of them are still in busi. 
ness for repairs, etc.? (Question No. 6288) W. H. 





A nswe:—From your description of the lathe outfit in 
question, apparently you have an outfit that was, gotten 
together by someone who took parts from lathes made 
by several different makers and built up the outfit in that 
way. Charles Hopkins, prior to 1880 was employed at 
Waltham Watch Tool Co., Waltham, Mass., and then went 
into business for himself making lathes and footwheels. 
The G. Boley firm is in Germany. The Rivett lathe was 
made by Edward Rivett of Faneuil Station, Mass. The 
American Watch Fool Co. of Waltham, Mass., made the 
Webster-Whitcomb lathe. This concern was succeeded 
by F. W. Derbyshire, and is now owned by F. W. Derby- 
shire Inc.; the latter named firm has used “Derbyshire” 
as the name of their lathe; and they also absorbed the 
Rivett lathe business, as far as watchmakers’ lathes go. 
The Rivett Company now confines itself to making large 
precision tool-makers’ lathes and grinding machines. The 
Hopkins firm has been out of business for many years. 
We believe repairs or replacements needed on any of the 
parts, could be done by F. W. Derbyshire, Inc., Waltham, 
Mass. This firm is the successor to those who made most 
of the parts in your outfit. 


ILING WATCH—Should a watch be reassembled 
completely, after cleaning it, before any of the oiling 


is done? (Question No. 6289) C. R. O. 


Answer—aAs a rule the watch should be assembled 
except for the dial-train, dial and balance. Then, oil all 
parts requiring lubrication so far assembled. Next, oil 
the balance jewels and replace the balance, finally replac- 
ing the dial train and dial. If you oil the train pivots 
before assembling all that goes in between the upper and 
lower plates, oil would almost be sure to become smeared 
on parts where it has no business to be. This would have 
two bad results—it would gather dust, and there would 
be insufficient oil at pivots, etc., from which some of the 
oil would have gone during the assembling of those parts. 
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AN ACCURATE PRINTED RECORD of every transaction in this modern PATRONS ARE PLEASED, too, by the swift service and error-proof addi- 
jewelry store is assured by its modern National Cash Register System. tion made possible by this most efficient National Cash Register System. 





“How we increased 
our profits...” 











‘‘Our new National Sales Register 
meets our requirements in every 
way, and the results certainly 


justify the investment. 


‘‘We are particularly pleased 
with the department totals pro- 
vided by the register. For the 





first time since we have been in 





business, we now know at the 
MR. MAX BEASHKANS, 
Mgr. Koerner’s Jewelers, 
Peekskill, N. Y. 


close of each day’s business ex- 
actly what was sold in each 
department. At the same time, we know daily the 
condition of our outstanding accounts. We heartily 
endorse this product of The National Cash Register 
Company.” | 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 


FOR DECEMBER, 1950 


So writes Mr. Beashkans about the modern National 
Cash Register System in the busy jewelry store which 
he manages. If you want to have figure facts at the 
close of each day’s business, get better cash control, 
reduce expenses, and simplify your record keeping... 
talk over your problems with the man who can help 
you—your local National representative. He has the 
benefit of his company’s 66 years’ experience in build- 
ing better business systems.*Ask him to survey your 
present methods, and to recommend a system exactly 
suited to your jewelry store’s needs. 
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Dallas Gift Show Party Fetes 
J. R. Wood's 100th Anniversary 


As a means of celebrating the 100th an- 
niversary of J. R. Wood & Sons, Inc., their 
representative at the Dallas Gift Show, 
Ben W. Kuhn, had a party for over 200 
guests. More than 200 individually iced 
cakes, with a golden “100,” were served. 





Shown above are, from left to right: 
Mrs. Ben Kuhn, N. C. McCoy, Mrs. McCoy, 
Ben Kuhn (Artcarved Southwestern repre- 
sentative), Miss Ruth McCoy, Joe Shaw 
(Artcarved Southwestern representative), 


and Mrs. Lowell Miller. 





Oneida Christmas Display Card 


D. E. Sanderson, vice-president and di- 
rector of sales, Oneida Community Divi- 
sion, Oneida, Ltd., announced to the Com- 
munity sales force recently the mailing of 
a Christmas Display Card. This is a re- 
production of an advertisement that will 
appear in the following publications: Life, 
Dec. 4; Look, Dec. 19; Ladies’ Home Jour- 
nal, McCall's, Woman’s Home Companion, 
Good Housekeeping, Cosmopolitan, Red- 
book, American, Household, Mademoiselle, 
Charm, and Glamour December issues. 





Community salesmen have a limited sup- 
ply of this card and a mat for a special 
two-column Christmas advertisement. 
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Gruen Contests 


Arouse Interest - p=. : 














Win 000 Prize Contest 





Would you like $1000%. plus a 4-day, expense-paid 
CRU EN trip to Maw York City ? 
FREE GIFT 


tor everyone entering contest! 


in the 


COME IN FOR FREE ENTRY BLANK 








The large volume of entry blanks pour- 
ing in for the Gruen “Ad-Guessing Con- 
test” is making everybody happy in the 
Gruen Advertising Department, according 
to B. M. Kliman, the company’s advertis- 
ing director. This jeweler contest will pay 
$250 cash to the jeweler or salesperson who 
guesses which of the current Gruen maga- 
zine ads will pull the most requests for 
free booklets. Additional prizes will be 
awarded to runners-up. All entries must 
be postmarked no later than midnight De- 
cember 31. Winners will be announced on 
or before Feb. 15. 

Another Gruen contest which is arous- 


ing great consumer interest, according to 
the company is for the $500 prize to jewel. 
ers and the $1000 prize to consumers, 
Scores of jewelers are reporting a consid- 
erable increase of traffic as a result. 
Contestants are required to see a selec. 
tion of Gruen watches and state, in 25 
words or less, which Gruen they like best. 
Every entry blank signed by a jeweler adds 
to his chances of winning a $500 prize him- 
self. Consumers may win a grand prize 
of $1000 plus an all-expense paid trip to 
New York or Miami. Fifty additional 
prizes of Gruen 17-jewel watches are also 


offered. 








Poole Distributes Sales Aid 


The Poole Silver Co., Taunton, Mass., 
manufacturers of sterling and silver plated 
hollowware, has recently distributed a new 
hollowware album showing the complete 
line. This new sales aid is a booklet of 
40 pages with a two-color cover, die cut 
and laminated. It is available to all Poole 
distributors and their retail customers. It 
is supplied with imprint and mailing 
envelope. 

For complete information as to how this 
booklet can be secured and used, retailers 
should write to the nearest Poole distrib- 
utor or to the factory. 





One Spring Watchband 
From Cerc Mfg. Co. 


The basket weave full expansion band, 
recently placed on the market by the Cerc 
Mfg. Co. of Chicago, is a new departure 
in watch band design, according to an 
announcement by the company. 


One of the main differences in its con- 
struction is the use of just one spring of 
stainless steel which extends throughout 
the band and eliminates the use of rivets 
and many smaller springs. There are just 
69 parts making up the band. 


| Kalex World Clock on Display 


For a period of one week in October, 
Black, Starr & Gorham featured the new 
Kalex World Clock in one of their win- 
dows. The center portion of the window 
(shown below) showed a blown-up face of 
the clock. According to the company, this 
display created a lot of interest since more 
and more people are becoming world-time 
conscious. 





The Kalex World Clock’ tells the time 
instantly in all principal points in 83 coun- 
tries and important areas throughout the 
world. The movement is electrically driven, 
completely sealed, and guaranteed for life. 
It is being featured by a select group of 
retailers from coast to coast. 
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process recovers MO 


GOLD PALLADIUM 
PLATINUM SILVER 
than any other known method 
of refining. 


That’s why Williams pays 
you more for every ounce of 
grindings, filings, sweepings, 
polishings, watch cases and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 
returns. 







2978 MAIN ST., BUFFALO 14, N. Y. 
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‘Compare forresults! 
:Compare for price! 


and you will choose 


the GREEN 







Wy 


Get Speed and that 
“Craftsman's Look" with a 
GREEN ENGRAVER 


The Green Engraver is the sturdiest, most efficient port- 
able built. Now unskilled clerks can do fast, expert engrav- 
ing on curved and flat surfaces, whether silver, gold, plati- 
num, brass, steel or plastic. Letters (Blocks, Script or Old 
English) are always uniform, sharp, clean-cut. Engraves 
three sizes from each set of master type. 


Find out how you can save time and labor with the Green 
Engraver—write today. 


GREEN INSTRUMENT CO. 
369 PUTNAM AVE. 
CAMBRIDGE, MASS. 


West Coast Distributor: Higbee & Dorrer 
315 West 5th St., Los Angeles, California 
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WORLD’S ‘seg FINEST vA 
MONOGRAMMING MACHINE 


STAMPS 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 

Napkins 

Gift items 














Seas 
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Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 

speed, simplicity and ease of 
operation assure you of 
extra profit. 










STAMPING MACHINE CO. 


1606 Cahuenga Bivd « Hollywood 28, Cairt 


KINGSLE 
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Benner Promotes Combination 


A combination of the new Barrel Stein 
and gift package is designed to put Siesta 
Ware in the lead as far as sales are con- 
cerned, according to the Benner Co., 176 
San Fernando Road, Los Angeles, Calif. 
The new steins are made from cactus green 
or golden amber glass and have brass bands 
and carved wooden handles. A set of six 
steins packaged retails at $6.00. 





Promotion on this new product calls 
for national advertising in over ten lead- 
ing monthly magazines. For additional in- 
formation, write to the company. 


New Hamilton Beach Hair Dryer 


The Hamilton Beach Company’s new 
No. 7 “Quick Dry” Hair Dryer has brought 
enthusiastic response from women members 
of panels of consumers, according to the 
company. The two new features which won 
feminine approval are the “Adjust-a-Stand” 
which permits tilting of the dryer to any 
angle, and the “Heat Control” which, 
through a valve adjustment on top of the 
dryer, allows variation in the heat inten- 
sity, in addition to the conventional Hot- 
Cold switches. 

The new dryer retails for $14.90. It is 
light and easily removed from the stand 
for hand use. It comes in an attractive 
display package. 


Dial Pattern for 50 Millionth 
Elgin Watch Signed by Lord Elgin 





A dial pattern for the 50 millionth 
jeweled watch to be manufactured in EI- 
gin, Ill., by the Elgin National Watch Co., 
was autographed recently by Lord Elgin, 
of Elgin, Scotland, after whose domain the 
community in Illinois was named. This 
dial pattern, bearing Lord Elgin’s signa- 
ture, will be reduced and used on the “mile- 
stone” watch when that timepiece is com- 
pleted early next year. Lady Elgin is at 
the right of her husband, while J. G. Shen- 
nan, president of Elgin, looks on. 
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General Mills on Daytime TV 


General Mills launched its first daytime 
TV program on Nov. 9th with “The Betty 
Crocker Television Show,” scheduled for 
Thursdays, 3:30-4:00 p. m., EST, on 
CBS-TV. 

Video Varieties is filming the produc- 
tions in New York under the supervision 
of Batten, Barton, Durstine & Osborn 
agency. 


Carvel Hall Cutlery Contest 
Prizes Awarded 


Charles D. Briddell, Inc., of Crisfield, 
Md., makers of Carvel Hall Cutlery, an- 
nounced the winners of their Sales Talk 
Contest recently. Faced with two entries, 
each of which highlighted effective selling 
points of Carvel Hail Cutlery in a concise, 
interesting manner, and each of which was 
equally good, Briddell decided to award 
a duplicate prize. Co-winners of the con- 
test, a part of Carvel Hall’s recent Bride 
promotion, were Mrs. B. L. Shoop of the 
American Appliance Co. in Billings, Mont., 
and Mr. Albert A. Marx of Cobb’s, Inc., 
Houston, Tex. Both winners, picked from 
entries from coast to coast, received $50 
in prize money. 


———-——_  —-—-_ a 


Patent Awarded to Columbia 
For "Masterpiece" Setting 


Axel Brothers, Inc., Manufacturers of 
Columbia Diamond Rings, have been 
granted patent number 160293 by the U. S. 
Patent Office for their new “Masterpiece” 
setting, an original design that makes a 
diamond appear larger. The setting was 
created and designed by C. Benjamin Axel, 
vice-president of Axel Brothers, to fill a 
need that has always existed for a modern 
setting that will get the most in sparkle 
and brilliance out of a diamond. 

The new “Masterpiece” setting, the com- 
pany says, introduces a new concept in 
diamond ring design that highlights the 
natural beauty and color of a finely cut 
diamond of good quality with an elevated 
mounting that picks up all the light*and 
transmits it to the diamond. 

Columbia Diamond Rings “Masterpiece” 
settings are sold exclusively in stores that 
are authorized to carry the Columbia 
Diamond Ring line throughout the U. S. 


New Oneida Plant in Operation 


The new Knife Assembly and Finishing 
Plant of Oneida, Ltd., is now in full opera- 
tion, according to an announcement by the 
company. This building, started in Dec. 
1948 and completed in June 1950, cost 
$200,000 to build and is part of the com- 
panys post-war expansion program. It 
houses the operation of assembling the 
handle and blade of the knife, finishing 
the product and packaging it. About 450 
are employed in the new building. 

Additional floor space is also being added 
to the Oneida, Ltd., hollowware Division; 
10,840 square feet are being added on the 
east side of the main hollowware plant. 





Arrow-Designed Gift Package 
For Bulova Expansion Bands 





The unique proportions of an expansion 
band provide a challenge to the packag. 
ing creator because of definite problems 
of design and construction, according to 
the Arrow Mfg. Co. Arrow believes they 
have solved this problem with a package 
for Bulova Expansion Bands. The gold. 
crested plastic doors swing open to reveal 
the bracelet framed against a backdrop of 
velvet. This new package was produced in 
the Arrow Mfg. Company’s plant at 567— 
52nd St.. West New York, N. J. 


-_ — 


French Stylist Enthusiastic Over 
Design of U. S.-Made Products 


Enthusiasm and respect for the quality 
and design of American products was ex- 
pressed recently by Madame Jacqueline 
Garry-Vieilleville, prominent French stylist 
and head of the French firm of Garry et 
Cie., who was guest this week at the Elgin 
American plant of Allen B. Gellman, presi- 
dent and Mrs. Gellman. 

Madame Garry commented that “perhaps 
one of the more fruitful contributions to 
international relations actually is the trade 
between creative countries like France and 
the U. S. where that trade is based on 
articles of great quality and true worth. 
I know that we in France have much to 
offer unique to our arts and crafts, and 
it is equally true that you in America dis- 
play the same sense of quality and im- 
agination.” 





Resen Designs Lotus Leaf Ring 


O. M. Resen, New York ring designer, 
has introduced a white palladium ring 
decorated with the lotus leaf. The ring 
consists of palladium baguettes in a lat- 
tice-like construction, one-third of an inch 
wide. Delicate trace-work gives a bright 
lotus pattern on an etched background of 
satiny finish. Resen also provides two very 
narrow guard rings that may be worn 
around the center ring as an accent for 
the lotus design. 
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Arvin Fall and Winter Campaign 


Despite temporary production curtail- 
ment on the Arvin table oven and the 
Lectric Grill, the company’s housewares 
jivision is putting all its energy behind its 
impressive fall and winter advertising, pro- 
motion, and merchandising campaign, ac- 
cording to James M. Jewell, advertising 
manager. 

Six national magazines—Better Homes 
& Gardens, Country Gentleman, Ladies’ 
Home Journal, Progressive Farmer, Satur- 
day Evening Post, and Successful Farming 
_will carry one-third, one-half, and full 
pages through the Christmas shopping 
season. Some of the ads are in two colors, 
Jewell said, and the remainder are in 
black and white. In all, 21 ads are being 
run and they will reach a combined cir- 
culation of 16,500,000. 

Window and counter cards, hand-outs, 
envelope stuffers and sales trainers, window 
backgrounds and multi-colored streamers 
for indoor or outdoor use are being sup- 
plied to dealers. Also a special newspaper 
ad mat book has been prepared, according 
to Jewell. 

The company also stated, through Ray- 
mond P. Spellman, sales manager, for the 
television and radio division, that television 
and radio receivers are now being distrib- 
uted in eastern New York state by Empire 
State Wholesalers. Empire State already 
handles a representative line of nationally 
known products. Irving Flax is buyer and 
sales manager for the New York or- 
ganization. 


Faye Emerson Features 
Diamonds On Her TV Show 





One of the features on Faye Emerson’s 
TV program in November was the display 
and discussion of a half a million dollars 
worth of diamonds on her popular CBS 
program. The unset diamonds, varying in 
size from a quarter carat to sixteen, were 
loaned to the program by David Gurfein, 
of New York and Antwerp, a well-known 
importer and cutter. A magnificent pair 
of pendant diamond earrings and a dia- 
mond brooch were also included and worn 
by Miss Emerson. Two uniformed police- 
men stood guard throughout the proceed- 
ings and only left when all the jewels were 
safely deposited in the vault at Gurfein’s 
office, 542 Fifth Ave., New York City. 


FOR DECEMBER, 1950 





Gotham Watch 


Display 


Now being shown for the first time is the 
new Gotham Gothamatic motion display 
demonstrating the sales feature of the Goth- 
amatic self-winding watch. 

Depicting various uses for the watch, a 
strip of translucent gold color plastic, 
lighted from behind, illustrates in a series 
of silhouettes various uses for the self-wind- 
ing watch. 

Motion is provided by a realistic moving 
hand with watch on wrist which moves in 
a side to side motion. In turn, the watch 





Elgin Ad Campaign in Full Swing 


The Elgin Watch Company says that its 
magazine, television, and newspaper adver- 
tising campaign, designed to help jewelers 
stimulate the sale of Elgin watches during 
the Christmas gift-buying season, will reach 
its climax before the Holidays. 

Started in October, the program in- 
cludes a total of 33 advertisements in 16 
different magazines. Two large newspaper 
ads, in two colors where possible, are being 
run in principal markets, and Elgin’s new 
program of spot announcements will fur- 
ther support the sales for the jewelers. 

The newspaper portion of the campaign 
has been planned primarily for markets 
outside the TV area, although both media 
are being used in some markets. A wide 
range of collateral promotion material is 
being provided to jewelers for tie-in pur- 
poses with the pre-Christmas campaign. 

Gordon Howard, advertising manager, 
said the time signal, most frequently used 
in radio and TV commercials by watch 
manufacturers, has been discarded by Elgin 
in favor of hard-hitting story sequences for 
its series of 8 and 20-second spots. 


- --. 


Hamilton Plans Radio Spots 


The Hamilton Watch Co. announced that 
the Frederic W. Ziv Company, producers 
of transcribed-syndicated radio programs, 
have completed transcribing a series of 16 
custom-made Christmas ‘and New Year holi- 
day spot announcements ranging in length 
from 15 seconds to one minute. Announce- 
ments will be made by Andre Baruch, 
backed by a 10-piece orchestra. 











SELF-WINDING 


passes through a bowl of water, contacts a 
simulated magnet and is moved against a 
representation of a hammer. The hand 
points to the copy as it moves, highlighting 
the selling points to coincide with the mo- 
tion—“‘Self - Winding”—“Water -Resistant” 
—“Shock-Bilt” and “Anti-Magnetic.” 

The new display was especially designed 
to tie in with Gotham’s fall campaign in 
Saturday Evening Post where a series of 
four ads will feature the Gothamatic ex- 
clusively. 





Parker Plans Heavy 
Campaign for Butane Lighter 


To dramatize the long lasting lighting 
service, prime feature of the new Flamin- 
aire butane lighter, advertising men of 
the Parker Pen Company evolved a near- 
surrealist illustrating technique for a series 
of announcement ads to start early this 
month. 
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Beginning Dec. 3, full-page and spread 
insertions in full color will appear in Life, 
Esquire, and supplemental sections in 27 
key cities. Advertising manager David G. 
Watrous pointed out that Parker television 
commercials, dealer cooperative advertis- 
ing, and point-of-purchase display will also 
be tuned to the introductory drive. 

In addition to this drive for the new 
lighter, Parker, with a working budget of 
more than $750,000 for Christmas adver- 
tising, is set to run ads in seven major 
publications, including Saturday Evening 
Post, Life, Newsweek, Time, National Geo- 
graphic, Esquire, and Cosmopolitan. Sixty- 
seven supplemental sections will be used 
during the campaign, as well as “a full 
range of integrated promotional activities.” 
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Taffel Bros. Ribbon Catalog 
Valuable for Holiday Decorating 

Taffel Bros., Inc., 95 Madison Ave., New 
York 16, recently published a catalog of 
their bright new line of ribbons. Entitled 
“Taffel Tales,” the booklet is available 
upon request from the company. 





“~ 


Jewelers will be interested from the point 
of view of gift wrapping and holiday store 
decoration. Not only does the catalog show 
photographs of the ribbons in actual size, 
with some half size reproductions, but it 
also indicates clearly how to tie a gift pack- 
age with fancy knots. 





New Dormeyer Kitchen Blender 


The new Dormeyer Blender, operating on 
AC or DC, is useful for a number of 
kitchen chores: shredding, grinding, blend- 
ing, liquefying, whipping, beating, mixing, 
grating, puree and pulverizing. And with 
nutritionists recommending that a vegetable 
drink is a “drink of health’, it is perfect 
for preparing vegetable beverages, accord- 
ing to the Dormeyer Corp., Chicago, III. 
Model 5900 retails for $34.95. 





Deltah Pearls Christmas Package 


“Noel”, Deltah’s newest Christmas gift 
package, is a round plastic box, rayon- 
satin lined, and encircled with a wreath 
of imitation holly with a gift card attached. 





Noel, with rhinestone-set clasp, retails 
for $6.75 single strand; $10.75 double 
strand; and $14.00 triple strand. This 
package, an attractive Christmas display, 
is sold only through wholesalers. 
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Own Fishery Assures Higher 
Quality Pearls, Ipekdjian Says 


One of the leading American pear! im- 
porters, Ipekdjian Inc. of New York, owns 
a large Japanese cultured pearl fishery. 
They have found that ownership of the 
fishery, in conjunction with Japanese pearl 
experts who formerly operated it, has per- 
mitted them to make available the choicest 
selection of pearls for their American mar- 
ket. Formerly, according to the company, 
many of the most desirable pearls were 
withheld by Japanese pearl fishermen be- 
fore allowing American buyers to see them. 
These selected pearls, which the Japanese 
kept, were then sold at premium prices 
throughout the world. 

However, by controlling their own pearl 
fishery, the Ipekdjian firm has overcome 
this practice, and thus can import into the 
U. S. the entire crop of pearls at a more 
reasonable price. The firm says that if other 
American companies followed their plan, 
the re-established cultured pearl market in 
this country will continue to flourish to the 
mutual benefit of the U. S. jeweler and the 
Japanese pearl fishermen. 





Gemex Welcomes Visitors 
From the Low Countries 


Two representatives of jewelry distrib- 
utors in the Low Countries visited the 
Gemex Co., Union, N. J., recently. Miss 
Joan Kinsbergen and Miss Eva Kinsbergen 
were welcomed by President Eugen Pres- 
tinari and Vice-President W. Lichtenfels. 

The Misses Kinsbergen saw every step 


of the manufacture of Gemex watchbands 


and leather straps including the fabrica- 
tion of the precision tools and dies which 
the company uses. 

The Etablissements A. Kinsbergen S. A., 
Brussels, is one of the largest distributors 
of watch bands outside the U. S. 


—_—__—__-—- — 


New Don Juan Bracelet Is 
Ideal for Military Watches 


A new clasp-on type, service bracelet of 
stainless steel, is being introduced by Don 
Juan to retail at $3.95. According to the 
company, it is ideal for military watches, 
is non-corrosive and perspiration proof. It 
consists of a one piece band with two 
detachable clips. These pieces can be 
cleaned and sterilized. 





White Metal Rings More Popular 


According to Arnold Golber, of the 
Bristol Seamless Ring Co., all white styles 
of palladium and platinum have taken 
the lead away from yellow and two-tone 
styles of rings. “All white rings, once in a 
20 to 80 relationship to yellow, have 
climbed to a 50-50 popularity in 1950,” 
Golber declared. “An increase in 195] 
of at least another 20 per cent is expected.” 

“The most noteworthy trend in design,” 
he continued, “is the gaudier diamond set- 
ting. New prong settings and flashier 
mountings, created by craftsmen now 
widely available for service, enhance gems 
as never before.” 





Ronson General Manager in 
England, J. E. Liddiat, Retires 


Alexander Harris, president of Ronso 
Art Metal Works, Inc., addresses the we 
at the dinner to J. E. Liddiat at the How. 
ard Hotel in London on the occasion of 
Liddiat’s retirement as managing director 
of Ronson Products, Ltd. Liddiat will re. 
main with the company as a director and 
consultant. 

On this occasion, Mrs. Alexander Harris 
was presented with the three millionth Rop. 
son lighter produced by the Ronson English 
Company at Leatherhead. 





Guests included (from left to right ip 
background): Gordon Boggon, J. E. Lid. 
diat, Alexander Harris, Mrs. Harris, Sir 
Alexander Maxwell, A. C. Unthank, and 
D. R. Chrimes. 


Trophy-Craft Catalog Published 


Trophy-Craft, 249 North Reno St., Los 
Angeles 46, announced the release of a 
new, 60-page catalog listing what the com- 
pany claims is the largest assortment of 
trophies, medals, and charms ever shown. 
New trophies and ball charms are being 
featured, according to general manager 
Edward R. Gill. Copies may be obtained 
by writing Department P, requesting the 
1951 catalog. 


Star Tests ‘Golden Goddess’ 





June Earring, glamorous star of Elliot 
Murphy’s famous aquacade, was first in 
America to test the new Mido Golden God- 
dess, which the company claims is the 
smallest self-winding, water-resistant watch 
made. For more than 25 minutes, Miss 
Earring dived and swam with the watch 
as a test of its water and shock resistancy. 
According to the company, plans are being 
made to have the whole ballet troupe of 
Aquacade time their swimming ballet with 
Mido’s watch. 
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New Zimmer Catalog Available | 


Ludwig Zimmer, Inc., of Newark, N. J., 
announced that its new three-color, plastic- 
hound, 24-page catalog is available to jewel- 
ers without cost. According to the company, 
this new book is replete with findings in- 
formation, charts, and tables that will be 


of great help to the trade. 
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Jewelers, upon receipt of the Zimmer 
catalog, are invited to write in for an accu- 
rate seven in. steel ruler which is available 
to them without charge. 

Supplementary folders will be sent to 
jewelers possessing the catalog. A page for 
this material is provided. Requests should 
be addressed to the company at 88 E. Kin- 
ney St., Newark 5, N. J. 





Hamilton Host To Teachers 


In cooperation with the Lancaster, Pa., 
Chamber of Commerce and the city school 
board, Hamilton Watch Co. was host re- 
cently to 50 Lancaster school teachers dur- 
ing the Business-Industry-Education Day, 
Oct. 17, in observance of a state-wide Penn- 
sylvania week celebration. 

The teachers were welcomed at the com- 
pany by President R. Kant who presented 
a brief background of the firm since its 
founding in 1892. Following the address, 
the teachers were taken on a tour of the 
factory to see how watch parts are made 
and assembled. Afterward, they returned 
to the auditorium where they were shown 
the film, “How a Watch Works.” 

Later, Vice-President George P. Luckey 
explained how company engineers con- 
stantly strive to develop better materials 
and make finer machines in order to make 
more exact microscopic watch parts. The 
program also included talks by John Owen, 
personnel research supervisor; Paul Seibel, 
resident district sales manager; and Robert 
B. Thompson, company controller. Robert 
Waddell, advertising director, summed up 
the talks of the previous speakers. R. A. 
Preston was master of ceremonies and A. J. 
Mathews, personnel training supervisor, 
arranged the day’s program. 





Admark Expands Facilities 


In order to meet the heavy demand from 
the trade, Admark, 714 Sansom St., Phila.. 
Pa., has expanded their facilities and en- 
larged their stock on hand of identification 
bracelets and gold scarab bracelets and can 
deliver them immediately. 
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Benrus Signs New TV Contract 


The Benrus Watch Co. announced the 
signing of a new contract with the National 
Broadcasting Company for an additional 
13-week participation in NBC’s television 
music-comedy, the Saturday Night Revue. 

According to Oscar M. Lazrus, president 
of the company, this is the biggest single 
TV contract ever signed by any advertiser 
in the watch industry. This is in addition 
to all other Benrus TV and radio commit- 
ments, the company emphasized. 





Freed Prepares To Combat 
Post-Holiday Lull 


With only a few weeks of Christmas 
shopping remaining, Edwin Freed, presi- 
dent of Freed Displays, 1233 Sixth Ave., 
New York City, has warned jewelers that 
they must prepare now, in the height of 
the Christmas season, to combat the lull 
which normally follows increased holiday 
business. 

“In order to build up lagging sales and 
interest, both the trade-in sale and pre-in- 
ventory sale have become traditions in the 
jewelry industry,” Freed said. “To enable 
the jeweler to do the best job possible, we 
always lay heavy emphasis on trade-ins in 
all of our January Window Display and 
price ticket services, so that he can call 
attention most attractively to his trade-in 
values both in his windows and inside his 
store.” 

He said that the company has special 
trade-in and pre-inventoéry price tickets 
available in red, green or blue at the price 
of $1.00 per hundred. They are one-and-a- 
half inches high allowing plenty of room 
to write in the sale price of each item. 





Gruen Marks 40 Years of Ads 
In The Saturday Evening Post 


This Fall, The Gruen Watch Co. enters 
its fortieth year of advertising in the Sat- 
urday Evening Post. “Our record of con- 
sistent advertising in the Post exemplifies 
the faith we hhave always had, and con- 
tinue to have, in the selling power of maga- 
zine advertising,’ Bernard M. Kliman, 
Gruen advertising director, said. 
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Shown above is the Gruen advertisement 
of 40 years ago with one of the Gruen ads 
appearing recently in the Post. During the 
past 40 years, Gruen advertising in this 
magazine alone has exceeded one billion 
consumer impressions, the company stated. 





Versatile Tray-Table 
Combination At Attractive Price 


Wm. Rogers & Son Division of Interna- 
tional Silver has introduced a new service 
for eight in a special multiple-use pack- 
age that the company says abandons all 
previous ideas on silver chests. The pack- 
age is a miniature reproduction of the 
famous Butler's Tray with the silver 
mounted in a removable felt pad bridge. 
When the pad is removed and the silver 
stored in it in a side table drawer or cup- 
board, the unit can be used as a side table 
or as a tray for serving informal break- 
fast, lunch, or for party use. It is finished 
in deep mahogany tone and sturdily built. 





Customers have a choice of three Wm. 
Rogers & Son patterns—April, Exquisite, 
or Gardenia. Complete service for eight, 
including the tray-table, a $62.50 value, is 
priced promotionally at $49.50. 





Eversharp Places ‘Saturation’ 
Ads for New Pen Sets 


Eversharp recently announced one of the 
largest campaigns in its history, on behalf 
of Desk-Pac, a combined desk and pocket 
writing set, planned to reach a million 
retail counters between now and Christmas. 

The Biow Co., Inc., has scheduled Ever- 
sharp’s all-out drive to start Nov. 24 in 
newspapers and Nov. 29 in magazines. 
There will also be a concentrated live spot 
television drive during the three weeks in 
December just before Christmas. The full- 
page, full-color magazine advertisement on 
Desk-Pac will appear first in the Saturday 
Evening Post on Nov. 29, to be followed 
by identical insertions in Look, Life, and 
Colliers. 

The newspaper campaign will run in 41 
states and the District of Columbia, getting 
off to a start with 1,000 line ad in 58 cities 
with 100,000 or more population, and 600 
line insertions in 95 newspapers of smaller 
cities. Weekly insertions of 300 lines in 
each of these newspapers, as well as in 
several other of more limited circulation, 
will centinue through December 15. 





George N. Laurora has joined the staff 
of Eversharp, Inc., to assume charge of syn- 
dicate store sales, it was recently an- 
nounced by Irving Kathman, vice-president 
and general sales manager. 
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Special N otices 


“Situation Wanted’’—Regular type only $1.25 
_. 25 words; additional words, 5 cents per 
word, 


“Help Wanted’’—*‘‘Lines Wanted” and “Side 
Lines”=—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 werds: additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per werd. 


Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms elose 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r mmendations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








POSITION as first class watchmaker; 
western Washington, Oregon, or Cali- 
fornia; available at once. O. B. Freed, 
1510% Mission St., So. Pasadena, Calif. 





TOP grade watchmaker for all types of 
work; experienced all kinds of chrono- 
graphs and timers; available Dec. 1. 
Address “‘T., 4904,” care J C-K. 





WATCHMAKER, clock and light jewelry 
repairs; 25 years’ experience; refer- 
ences ; prefer Florida or the South; mar- 
ried and sober. Address “S., 849,” care 





BUYER-manager; 12 years’ retail and 
chain store experience; knows jewelry 
business from A to Z; looking for good 
ee: Address “Y., 820,” care 





GOOD man, seeks employment December 
only, assisting retail diamond and watch 
sales; Newark or easy commuting dis- 
tance preferred ; bondable. Address “B., 
862,’ care J C-K. 





EXPERT diamond setter and all around 
jewelry repairman, of 25 years store and 
shop experience; prefer to connect with 
a high class store. Herman A. Scheid, 
Lupton, Mich. 





YOUNG man; 27; single, Iowa license; 
some jewelry repairing and stone set- 
ting, desires position with a future, in 
or around Los Angeles. Address “D., 
832,” care J C-K. 





YOUNG woman; five years’ experience 
diamond assorting and office routine; 
part or full time; New York City; high- 
~~. - Address “Y., 734,” care 





YOUNG woman; experienced as order- 
stock-repair clerk; also take full charge 
of gold office, with manufacturer or 
a. * ae Address “H., 577,” care 


WATCHMAKER-manager; seven years’ 
experience all types watches, engraving, 
light jewelry repair; retail operation in 
general; desires permanent position 
only. Address “L., 718,’”’ care J C-K. 


DIAMOND assorter and diamond picker; 
excellent references; experienced; hon- 
est; conscientious worker; desires posi- 
tion with reputable diamond or ring con- 
cern. Address “R., 810,’ care J C-K. 








DESIGNER; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
— 7 217-01 Corbett Rd., Bay- 
side, L. I. 





DIAMOND expert; gentleman of good 
character and ability, desires employ- 
ment, in New York office of a rep- 
utable, established firm; salary $10,- 
000. Address “E., 503,” care J C-K. 





WATCHMAKER, school graduate, now 
operating small repair shop from home, 
desires position in retail store where he 
can learn more about jewelry repairing 
and store operation; preferably in Penn- 
sylvania. Write, Box 14, Middleburg, Pa. 





YOUNG, diamond assorter, seeks position 
with jewelry or diamond firm, buying or 
any other capacity; well experienced in 
single cuts, mellee, sizes; sales experi- 
ence; married; New York resident. Ad- 
dress “‘L., 841,” care J C-K. 





EUROPEAN; age 40; married; full 
knowledge of diamonds, pearls, precious 
stones, jewelry; experienced wholesale 
and retail, in Germany and South Amer- 
ica; speaks English; references. Ad- 
dress “‘A., 811,” care J C-K. 





YOUNG executive; thoroughly experi- 
enced; seeks position with watch im- 
porter or wholesaler; supervise watch 
production, repairs, purchasing, credit, 
correspondence, billing, shipping. Ad- 
dress “L., 711,’’ care J C-K. 





DIAMOND man; excellent and thorough 
knowledge of diamonds; ambitious, ag- 
gressive ; wishes to connect with grow- 
ing, mounted goods house; finest refer- 
ences ; well known in diamond field. Ad- 
dress “M., 842,’”’ care J C-K. 





BUYER-manager-salesman, with retail 
credit store experience, wishes opportu- 
nity to increase your jewelry sales on 
salary bonus setup; Eastern Seaboard 
preferred. Address “G., 669,” care 
J 





GENTLEMAN of good character and 
ability, desires situation with first class 
house as jeweler and diamond setter; 
capable of taking charge; southwest 
eo to Address “R., 681,” care 





SILVER expert; young man with 15 years’ 
experience in sterling flatware, hollow- 
ware, wants connection with fine estab- 
lished firm, new department; diversified 
experience includes window trimming, 
display, buying, selling. Address “P., 
795,” care J C-K. 





JEWELER: 22 years’ experience in re- 
tail repairing, special order work, stone 
setting and manufacturing, capable of 
assuming position of responsibility ; pre- 
fer position in Michigan, Ohio, Indiana ; 
salary $100 per week. Address “N., 
806,’’ care J C-K. 





YOUNG man; experienced retail jewelry 
salesman, Gemological student; knowl- 
edge gem testing, identification ; seeking 
position metropolitan New York with re- 
tail, wholesale jewelers, appraisers, 
—— Address “B., 736,’ care 





WATCHMAKER; 24 years’ experience, 
now employed as manager of watch re- 
pair department of large jewelry store, 
desires to make a change; experienced 
in all phases of the retail jewelry busi- 
ness; best of references. Address “D., 
781,” care J C-K. 





HERE’S a wealth of experience, proven 
abilities; managerial, buying, advertis- 
ing-merchandising ; diamonds, watches, 
silverware, all jewelry that will give 
national chain or large department store 
new vigor, greater sales volume. Address 
Tr 774,” care J C-K. 








YOUNG lady; thoroughly experienced all 
phases diamond ring manufacturing, 
production, inventory, etc.; seeking po- 
sition with manufacturer or jobber; ex- 
cellent references; executive ability; 
good appearance; intelligent. Address 
*S., 746,” care J C-K. 





DIAMOND man— buyer, with well 
known New York wholesale ring and 
diamond house, desires Permanent 
position with established firm, ~ 
cellent character and ability, vein. 





ences. Address “A., 733.” 
: Ca 
J CK. es 
. . Pe 
YOUNG executive, with sales ability 


many years representing two nationally 
known organizations in jewelry indus 
try, contacting wholesale and _ |aro, 
chain organizations in Metropolitan New 
York area, desires affiliation in any 
capacity with reputable manufacture; 
Address “F., 799,” care J C-K. 





tart aa 

IF you need an ambitious and willing New 
York City show room saleslady, to pro- 
duce results, I am the person yoy are 
looking for; this is my _ seventh year 
with the same manufacturing and 
wholesale jewelry concern; can furnish 
excellent references. Address “K., 707.” 
care J C-K. 





MANAGER; top notch salesman, with 27 
years’ experience in all phases of opera. 
tion, credits, display and buying; pro- 
motion minded and can furnish excellent 
references ; married man; 43 years old 
desires permanent position; Midwest 
preferred, but will go anywhere. Aq. 
dress “C., 780,’’ care J C-K. 





STORE manager, or watchmaker; now 
employed, but can be available soon: 
have had 25 years’ general experience ip 
the retail jewelry business ; I repair any 
complicated watch, do ring sizing and 
light jewelry repairing, give estimates 
and take in special order work; best of 
references. Address “E., 782,” care J 


JEWELER; factory manufacturing ex- 
pert; lifetime New York City experi- 
ence; familiar modern casting, all 
phases of production, including special 
order and platinum work; not a watch- 
maker or engraver ; position desired San 
Antonio, Texas; furnish New York City 








references. Address ‘“S., 654,” care 
J C-K. 
WATCHMAKER, estimator, salesman: 


capable, seasoned; salary, commission 
or concession in jewelry or department 
store; competent to promote sales and/ 
or repairs; background includes college 
training in business administration; a 
conscientious, reliable man for a re- 
sponsible position. Address Circular 200, 
Room 1415, Heyworth Bldg., Chicago 2. 


PRESENT manager of retail credit jew- 
elry store, who is experienced buyer, 
manager and window trimmer, desires 
position with privately owned store; has 
Oklahoma watchmaker’s license; excel- 
lent references; minimum starting sal- 
ary $100 per week, desires permanent 
position in town of not over 100,000 
ea. Address “Y., 859,” care 








SALESMAN-manager; 38; married; 18 
years’ diversified experience with out- 
standing retail credit jewelers; thorough 
knowledge chain store operations; pro- 
motions, advertising, window trimming, 
credits and collections; excellent back- 
ground; finest references; presently re- 
siding New York City. Address “M., 
712,” care J C-K. 


DISPLAY director -merchandiser; top 
flight; 25 years’ experience; handle per- 
sonnel, build all window, case fixtures; 
artist, backgrounds, promotions, some 
advertising, hi-line or credit operation, 
thorough in jewelry field; tops in refer- 
ences ; handle any number units; salary 
line and one-half weekly. Address “K., 
767,” care J C-K. 


WATCHMAKER, engraver, four years 
experience ; married, desires permanent 
employment in reliable jewelry store, 
knowledge of Watchmaster and all types 
of watches, also all types of engraving ; 
can do light jewelry repair; experience 
in sales work; have own tools. Write, 
= W. Davies. 512 Hillcrest, New Castle, 

a. 


AVAILABLE in January; executive, 35; 
high grade salesman; personable, de- 
pendable; knows all in retail jewelry 
operation, including estimates of watch, 
jewelry repairs and special order work: 
now managing store, volume $150,000, 
desires to connect with high grade con- 
cern to build own equity; must draw at 
least $150 weekly. Address “Y., 661, 
care J C-K. 
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TS 
Lines Wanted 


———_—_—_—_—_— 

COAST representative requires 

re manufacturer's line; finest ref- 
erences. Address “C., 865,’ care J C-K. 














eae 

COAST salesman desires factory 

a = stone rings of good make; fine con- 

nections; references, commission basis. 
Address “N., 743,” care J C-K. 





oast representative, desires low 
PACIFIC oi line; traveling, boudoir 


rocks, etc.; best references. Address 
“B,, 866,” care J C-K. 





] apable and experienced salesman 

ve on  outhwest, calling on best rated 
jewelers ; a producer , best of references. 
‘Address “G., 784,” care J C-K. 


incense ren 
. E jewelry; West Coast sales 
ee leoes following, seeking additional 
top manufacturing line only; now in 
New York. Address “P., 7238,” care 


J C-K. 


OHIO representative of costume jewelry, 
desires strong factory line; commission 
basis; long experience ; large following ; 
best references. Address “‘K., 840,” care 


J C-K. 


SMAN; with following, calling on 
ag in New England and New York 
State for New York City wholesaler, de- 
sires change. Address “V., 775,” care 


J C-K. 


YOUNG man, 21, seeks line from reputable 
manufacturer, precious or costume jew- 
elry; neat; aggressive; willing; salary 
secondary; finest references. Address 
“A,, 825,” care J C-K. 

















SEASONED salesman, with exceptionally 
well established following among better 
jewelers and department stores South- 
west territory; will accept other terri- 
tory; not interested in side lines. Ad- 
dress “H., 800,” care J C-K. 





SALESMAN, covering the Eastern terri- 
tory, for the past 25 years, wishes to 
connect with a reputable manufacturer, 
who makes rings for the wholesale trade 
and installment stores; excellent refer- 
ences. Address “‘B., 831,’ care J C-K. 








EXPERIENCED salesman with following, 
wants manufacturer’s line for retail jew- 
elers; Metropolitan area New York-New 
Jersey ; travel by car. Address “C., 698,” 


care J C- 


SALESMAN ; covering California, Arizona 
and New Mexico, desirous of making 
change; large following among retail 
jewelers; will consider only top firms. 
Address “B., 697,’ care J C-K. 





SALESMAN; available January 1 for 
line appealing to better cash and 
credit jewelers; 25 years acquain- 
tance in Missouri, Kansas, Okla- 
homa, Colorado, Nebraska, Iowa. 


Address “R., 772,”’ care J C-K. 





EXPERIENCED salesman; good char- 
acter, ability, with following among 
wholesalers New York, Philadelphia, 
Baltimore, Washington, Boston, wants 
to represent reliable manufacturer. Ad- 
dress “‘A., 635,” care J C-K. 





SALESMAN; have six years’ selling ex- 
perience with one of the top notch con- 
cerns, selling to the jobbers and depart- 
ment stores; desires top line for South 
and Southwest; excellent references; 
available January, 1951. Address “E., 
701,” care J C-K. 


SALESMAN ; diamonds and watches ; now 
traveling Texas, Oklahoma and New 
Mexico, seeking improvement; single; 
representable; willing to go anywhere 
for right firm; 15 years’ jewelry experi- 
ence; available January 1. Address ‘“‘J., 
706,” care J C-K. 


WANTED; January 1; manufacturers’ 
lines direct to retailers; stone, em- 
blem rings, mountings, wedding 
rings; Denver West, or Pacific 
Coast; experience with territory; 
excellent references. Address ‘“V., 


$57,” care J C-K. 














PACIFIC Coast salesman, desires factory 
line of cases, attachments, mountings, 
etc., in platinum and gold; over 20 years 
in territory ; commission basis; fine ref- 
erences. Address “M., 742,’ care J C-K. 


SALESMAN; will be available for a 
platinum and diamond or silver line 
January 1, °51, for Southern States; 
have a personal following. Address 
“N., $44,” care J C-K. 


WANTED; exclusive lines of costume 
jewelry, or related items, on jobber 
basis; Chicago and Midwest coverage. 
Address Circular 202, Room 1415, Hey- 
worth Bldg., Chicago 2. 


EXPERIENCED salesman, with well 
established following, in New York 
City, the East and Middle West, 
seeks top quality line. Address “M., 
843,” care J C-K. 











CALIFORNIA sales representative; large 
following, with outstanding sales record 
for over 20 years; average yearly earn- 
ings exceed $20,000; desires outstand- 
ing manufacturer’s line of costume jew- 
elry or kindred line, merchandised for 
volume. Address “B., 740,” care J C-K. 





WEST COAST; promotional salesman, 
volume producer, following, wants 
established manufacturers’ lines for 
jewelry and department stores; New 
York references; arriving New York 
December 15. Address “C., 863,” 
care J C-K, 








SALESMAN ; top notch, well known; ex- 
cellent following Eastern and Metro- 
politan territories ; 12 years with present 
concern; desires change with reputable 
firm ; best references. Address “Ew Gets 
care J C-K. 








SALES representative, with attractive 
showroom Fifth Avenue, New York, de- 
sires manufacturer’s line of sterling 
silver or silver plated hollowware ; com- 
mission and protected territorial rights 
desired. Address “R., 867,” care J C-K. 


SALESMAN; calling on better jewelry 
stores, past 10 years Middle West, East- 
ern Seaboard, New York City; presently 
employed ; drawing, or salary and com- 
mission; references. Address “P., 770,” 
care J C-K. 











TOP-NOTCH salesman will help you do 
it; seasoned watch expansion band 
salesman, _ selling watch importers, 
wholesalers, large jewelry credit chains, 
exporters, wishes line for New York 
City and adjacent territory; excellent 
> ee Address “V., 822,” care 





PACIFIC Coast sales representative; 
over 20 years’ experience; desires 
connection with top concern; best 
of references; large personal fol- 
lowing. W. W. “Bill” Foss, 4418 
a Ave., North Hollywood, 

alif, 


TWO, experienced, well regarded factory 
representatives, with good will and 
established following, desire topflight 
jewelry and kindred lines; centrally 
located; covering retail and/or whole- 
sale trade and department stores from 
Wilmington through Richmond. Ad- 
dress “P., 845,” care J C-K. 











WANTED; manufacturer’s line, to be 
Carried with a leading compact line on 
the West Coast; I have carried this 
ine for 15 years, selling the leading 
houses. Address Circular 204, Room 
1415, Heyworth Bldg., Chicago 2. 





EASTERN sales representative, open 
for a reputable line to wholesalers; 
have extensive following east of 
Pittsburgh, from Boston to Wash- 
ington; thoroughly familiar with all 
types of merchandise; available 
January, 1951. Address “R., 798,” 
eare J C-K. 





MANUFACTURERS’ representative, with 
Chicago office selling manufacturers and 
wholesale jewelers, desires representa- 
tive line of platinum rings and cases, 
or line not to conflict with ladies’ gold 
mountings; have large trade in Chicage 
and Midwest. Address Circular 206, 
Room 1415, Heyworth Bldg., Chicago 2. 





SALESMAN; covering the West Coast, 
calling on top retail accounts, is now 
available to carry a loose diamond 
line; over 15 years in this territory ; 
best of references; will be in New 
York during January for personal 
interviews. Address “*A., 695,” care 


J C-K. 





TOPFLIGHT salesman, covering New 
York State, except Greater New York, 
State of Pennsylvania and entire New 
England territory ; is open for a popular 
priced line of sterling hollowware in 
conjunction with my present silver 
plated ware line; straight commission 
basis. Address “B., 566,” care J C-K. 





SALESMAN; 10 years’ successful sales 
record in Ohio, Indiana, Kentucky, 
with large following among jewelry, 
department and specialty stores, de- 
sires connection with established 
jewelry manufacturer; available 
January 1. Address “S., 792,” care 
J C-K, 





AVAILABLE January 1951; salesman, ex- 
perienced 15 years, with following; five 
years California, Nevada, Arizona, New 
Mexico; one year Oregon, Washington ; 
diamond, stone ring, jewelry lines, to 
better rated retail stores; good refer- 
ences; hard working, bondable; will 
change residence if lines and territory 
warrant. Address ‘“S., 773,” care J C-K. 





SALESMAN; Midwest territory; Chi- 
cago resident; traveling extensively ; 
thorough coverage, department, 
jewelry, chain stores, jobbers, whole- 
salers; large following; 20 years’ 
successful sales background; desires 
established manufacturer’s line. Ad- 
dress “G., 838,” care J C-K. 


JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking addditional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
rox stores. Address “H., 2006," care 








SALESMAN, wholesale; experienced, 
aggressive, hard hitting, well known 
in the trade; outstanding refer- 
ences; available January 1951; 
traveled State of New Jersey past 
12 years with American watches and 
jewelry; interested in association 
with future; 32 years of age; mar- 
ried; two children; veteran, not in 
reserves. Address “C., 753,” care 


J C-K. 


Side Lines 














SALESMEN ; sterling silver identification 
bracelets; high commissions: all terri- 
sa open. Address “C., 638,’’ care 





SALESMAN ; wanted to carry ladies’ gold 
rings as a Side line, to sell to jobbers 
and wholesalers only; must travel. Ad- 
dress “K., 719,” care J C-K. 





(Continued on page 208) 
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SALESMAN wanted for 14k carved, 
chased, wedding ring sets, wide com- 
bination colors, rubies, diamonds; stock 
oe. ere Address “T., 855,” care 





SALESMEN; with following, wanted to 
Carry very attractive line of imported 
silver plated English tea and coffee 
sets; keep stock to fill orders. Address 
“R., 853,” care J C-K. 


SALESMAN; for Chicago and Middle 
West; line of 10K and 14K neck chains, 
Waldemars, key chains and sport chains 
to the jobbing trade; commission. Ad- 
dress “M., 789,’’ care J C-K. 








SALESMEN; to install new business in- 
vention in jewelry stores, on free trial, 
to sell itself; four $15 sales daily pay 
$160 weekly. Write, Creditors Associa- 
tion, 1477 Ridgeway Rd., Dayton, Ohio. 





SALESMAN; calling on Midwestern and 
Southern States with fast selling line of 
costume jewelry and nationally adver- 
tised lines to jewelry stores, etc.; draw- 
ing account can be arranged. Address 
“E., 756,’’ care J C-K. 





SALESMAN for Middle West; experienced 
man to represent our extensive line of 
ladies’ and men’s mountings and dia- 
mond rings; drawing account; may 
carry non-conflicting side line. S. Rei- 
man & Sons, Inc., 64 W. 48th St., New 
York City. 





SALESMAN; long established manufac- 
turer wants a representative for the Mid 
West, and part of the South, to the 
wholesale trade; to carry a quality 
mounting line; must have a following 
for this class of merchandise. Address 
“P., 791,” care J C-K. 





SALESMAN ; travel Chicago to East, ex- 
cept New York; carry as a side line, 
to fine retail trade, old established 
manufacturer’s line of ladies’ and men’s 
high grade 14K gold jewelry and novel- 
ties; commission. Address “L., 788,” 
care J C-K. 





SALESMEN; Middle West; West Coast, 
for one of oldest, best known watch 
lines, featuring exceptional styling, low 
price; extensive acceptance; want earn- 
est, aggressive, experienced men carry- 
ing non-conflicting line; commission 
basis. Address “‘L., 804,”’ care J C-K. 





SALESMAN, with a non-conflicting side 
line, to represent a manufacturer of a 
fine line of wedding rings and mount- 
ings and diamond engagement rings; 
strictly commission basis; mention the 
States where you travel; write in de- 
tail. Address “Q., 732,” care J C-K. 





SALESMEN; fast selling, widely ad- 
vertised line of 14K scarab brace- 
lets and jewelry; sterling identifi- 
cation bracelets; priced for volume 
business, is available to men whose 
experience and contacts qualify. 
Address “W., 776,” care J C-K. 





Te 


SALESMEN wanted for 1951, for South, 
Southwest, and Midwest, to carry line 
of stone rings in conjunction with non- 
conflicting other line; car essential, but 
not compulsory; line is priced to sell 
largest as well as small users; please 
give full details in first letter. Address 
“P., 851,” care J C-K. 


—_—_—_--— 


JEWELRY salesman, with established 
following among jewelers and now Call- 
ing on them, to carry side line of ladies’ 
and men’s rings and emblem rings; we 
offer above average commissions to 
right man; when answering mention 
States you are traveling now. Address 
“L., 487,” care J C-K. 





WATCH salesmen, with following 
among retail jewelers, wanted for 
West Coast and Middle West, by 
established importer, for popular 
priced, complete, up-to-date Swiss 
watch line; commission basis; no 
objection to non-conflicting line. 


Address “F., 834,”’ care J C-K. 





PROTECTED territories available for 
qualified representative seeking a per- 
manent, repeat, profitable side line; 
highest quality non-tarnish flannel bags 
and rolls for silverware; outlets, silver- 
ware retailers, manufacturers and de- 
partment stores; state territory, quali- 
—— Address “Y., 777," care 





SALESMEN; with retail jeweler follow- 
ing, for States east of Chicago and 
southern territory, ladies’ fine gold-filled 
highly styled jewelry, all samples on 
pads; convenient and light weight ; ideal 
side line for salesmen carrying ring or 
watch line; interview in New York City 
z Chicago. Address “R., 808,” care 





OLD established manufacturer of a 
complete line of rings, mountings, 
etc., seeks salesman covering Middle 
West; we have a large following; 
excellent opportunity for qualified 
man; no objection to carrying one 
other reputable line; state full par- 
ticulars. Address “R., 793,” care 
J C-K. 








SALESMEN; with following amongst 
cash and installment jewelers, to carry 
outstanding, established, advertised 
watch line; unusual opportunity for 
lucrative earnings; no objection to 
carrying one non-conflicting line; many 
territories open; write in detail stating 
past experience and territory covered; 
all replies will be held strictly con- 
fidential. Address ‘‘A., 778,’ care J C-K. 





SALESMEN; to call on retail jewelry 
stores and PX’s; men with following 
only; prefer men who travel by auto- 
mobile, to carry complete line of ladies’ 
and gent’s solid gold stone rings, signet 
rings, mountings, crosses, pendants, 
cameos, brooches, baby rings, earrings; 
no objection to non-conflicting side line; 
straight commission. Address “P., 714,” 
care J C-K. 





MANUFACTURER of ladies’ and men’s 
stone rings and matched diamond -sets, 
compact, up-to-date and well priced; 
sold direct to retailers, credit and chain 
stores; wants several live wire men 
with established territories ; liberal com- 
mission; permanent source of good in- 
come; please state present line, experi- 
ence, territory; reply held strictly con- 
fidential. Address “J., 802,” care J C-K. 





JEWELRY salesman; non-conflicting line, 
Midwestern States, calling upon retail 
jewelers; territory well established for 
many years, active accounts; excellent 
opportunity for experienced salesman to 
sell manufacturer’s advertised line of 
ladies’ and gent’s rings, including dia- 
mond fraternal jewelry, etc.; must 
travel by car; references and details in 
first letter; replies strictly confidential. 
Address “H., 785,” care J C-K. 








SALESMEN; with strong following 
among jobbers for Pacific Coast 
and Midwest territories, to carry 
established manufacturer’s most 
complete and _ attractive line of 
men’s and ladies’ gold filled watch 
attachments and identification brace- 
lets, for volume _ business; high 
commission paid; no objection to 
non-conflicting side line. Address 


“J., 760,”’ care J C-K. 


. —~ 


TWO jewelry or silverware “top flight” 
salesmen wanted; manufacturers ht 
popular priced line of silver la 
hollowware and electric table appli’ 
are open for two “live-wires” who he 
a good following; complete South ~ 
territory from Virginia to Floridg ro 
cluding Texas; also, States of nie 
West Virginia, Kentucky, Missoyrj ang 
Kansas; drawing account or stra 
commission; no objection to one sid 
line. Address “D., 570,” care J c-K 

nce 

WATCH attachment salesmen; wanteg 
for the following open territories. 
Midwest, Southwest, Middle Atlantic, 
and South; we are a well-known anj 
long-established manufacturer of , 
complete line of metal and leather 
watch attachments, with established 
accounts among leading wholesale 
jewelers, watch material jobbers 
and watch importers; only ageres. 
sive and experienced men _ with 
proven sales record in these outlet; 
will be considered; liberal commis. 
sion; state full particulars; replie, 
held in confidence. Address “y. 
817,” care J C-K. 





shail eensinmenanratancherenemnenmmenmiinemennmamsttneteaemnine nT 
Help Wanted 


a 


WANTED, A-1 jeweler, who can repair 
~< a. stones. Address “V., 1461,” care 

















WANTED, two A-1 watchmakers; per. 
centage basis only. Address “T., 1460,” 
care J C-K. 








YOUNG man, experienced in diamond 
office; good opportunity ; state age, ex. 
x ae salary. Address “C., 741,” care 








MIDWEST, Southeast, Southwest terri- 
tories open; large line imported plated 
hollowware ; commission basis. Address 
“J., 839,” care J C-K. 





RETAIL jewelry salesman; modern credit 
store; write, stating experience, age, 
references; salary confidential. Pea- 
cock’s Jewelers, Wichita, Kan. 





SALESMAN; with good retail following, 
to carry fine line of gold and platinum 
diamond mountings. Address “N., 652,” 
care J C-K. 





WATCHMAKER; A-1 mechanic; close 
timing on railroad and _ bracelet 
watches. Andersen’s Jewelers, 361 
Second St., Macon, Ga. 





SALESMAN wanted; experienced; for 
loose diamond line; New York City 
trade; state references. Address “F,, 
703,” care J C-K. 


RETAIL jewelry saleslady; silverware, 
costume jewelry; write, giving exper!- 
ence, references, salary; age confiden- 
tial. Peacock’s, Inc., Wichita, Kan. 


SALESMEN wanted; for additional terri- 
tories now open; brass line, direct to 
department stores and large retailers. 
— Box 1008, North Attleboro, 

ass. 


SALESMAN wanted; with a good follow- 
ing among jobbers, to sell gold and 
platinum generai line of mountings, for 
established jewelry concern. Address 
“B., 861,’ care J C-K. 




















JEWELER; experienced on stock work 
and special order work; also stone set- 
ting; if initiative ability is shown there 
is a very fine opportunity. Address “V., 
730,” care J C-K. 











SALESMAN wanted, with established fol- 
lowing in East and Midwest, to carry 
fine line of platinum mountings and 
wedding rings, also semi-mounted, if 
desired. Address “F., 641,” care J C-K. 
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and setter on special order 

—s yiatinum and gold; large south- 

ern trade shop; 40-hour, five day week ; 

guaranteed year around job. Address 
wg 2482,” care J C-K. 





d in all territories, on com- 
MEN, ge ln now calling on retail 


missio : : , 
and watch repairers, for popu 
jowemand of watch crystals. Address 


wp, 727,” care J C-K. 





EE 
lass diamond setter; capable 

“ _ Sone some special order work ; 
permanent position with high grade 
retail store, in the Middle West. 


Address “R., 745,” care J C-K. 





————— 
ER; from 15 to 20 years’ experi- 

— o platinum and gold; one who is 
capable of taking charge of a small 
shop; an outstanding opportunity for a 
wide awake man. Address “B., 1729, 


care J C-K. 


SILVER salesmen, for Midwest, South- 


ern and New England territories; 
established lines of fine sterling and 
plated hollowware; commission 
basis. Associated Silversmiths, Ine., 
900 Third Ave., New York 22, N. Y. 





JEWELRY chaser and engraver: a fine 


city and a pleasant shop in which to 
work, with a wonderful future; give 
information in detail, experience, 
married or single, age, where in the 
past employed, etc.; confidential. Ad- 
dress “L., 731,” care J C-K. 





SALESMAN wanted, for extensive dia- 


mond and colored stone ring line 
for Texas, Oklahoma, Arkansas, 
etc.; firm is substantial and has 
following; replies in strict confi- 
dence. Address “P., 763,” care 
J C-K. 


MANAGER ; experienced in selling ; jewel- 
ry, repairing and stone setting desirable; 
store home owned, established for 94 
years in Western Illinois town of about 
40,000; give all particulars in first 
letter including salary expected; open- 
7s. _ 1. Address “K., 787,” care 





SALESMEN ; with car and resident in the 
territory, for high grade, boxed line 
gold-filled and rhinestone costume jewel- 
ry; popular prices, big demand; sell 
jewelers, credit, specialty, gift, depart- 
ment stores, etc.; high commission 
basis; immediate reply; state territory. 
P. O. Box 365, Church St. 8, N. Y. 





CHICAGO salesman wanted, by well 
known manufacturer to call on better 
retail and wholesale stores with a fine 
line of 14K bracelet watch cases; man 
with following only need apply; can 
have side lines; it is easily possible to 
earn $7,000-$10,000 in yearly commis- 
sions. Address “Y., 435,” care J C-K. 














ALESMEN ; established New York manu- 
. rer of semi-mounted and mounted 

gold bridal sets, is interested in men 
with established following, in South and 
Midwest territories, to carry side line. 
Address “B., 812,” care J C-K. 








D; A-l diamond setter to work 

by ome trade shop in State of Wash- 

ington; good working conditions; guar- 

anteed year around job; top salary or 

commission basis. Address “L., 768,” 
care J C-K. 








SALESMEN;; all territories; for exten- 
sive new line of quality silver-plated 
jewel boxes; only those with proven 
following of jewelers, department 
stores, gift and specialty stores need 
apply. Box V, Ridgefield, Conn. 


— 


SALESMAN; to cover the South with a 
very high grade line of sterling silver 
hollowware; agreeable to carrying an- 
other non-conflicting line; write for ap- 
pointment ; all inquiries confidential. Ad- 
dress “E., 829,’ care J C-K. 








= 


WANTED; stone setter for diamond 
and colored stone work; one who 
can do some jewelry work preferred; 
steady all year around job; grand 
opportunity for right man. Ad- 
dress “N., 713,” care J C-K. 





STONE assorter; male or female; 
eapable, experienced; wanted by 
leading ring manufacturer; _per- 
manent position; excellent oppor- 
tunity; answer in full detail. Ad- 
dress “N., 790,” care J C-K. 





WANTED; experienced watchmaker to 
work in retail jewelry store; good sal- 
ary, pleasant surroundings; 45 miles 
from New York City; write or apply in 
person. Reeds Jewelers, 60 Broad St., 
Red Bank, N. J. 


a 


SALESMAN; for established West 
Coast territory, for our well known 
line of rings and mountings; liberal 
advance to capable, experienced 
salesman. Goodman & Co., 42 W. 
Washington St., Indianapolis, Ind. 











SALESMEN ; to handle outstanding line 
of ladies’ 14K dinner, bridge and fancy 
rings of well established manufacturer ; 
all territories open; drawing against 
commissions ; state past experience. Ad- 
dress “B., 637,” care J C-K 


SALESMEN ; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 











WANTED; salesmen with following, in 


all branches of the jewelry trade, to 
show and sell the Kagan master preci- 
sion ring sizer; all territories open; 
good commission basis; write fully, giv- 
ing references. J. J. Kagan & Co., 424 S. 
Broadway, Los Angeles 13, Calif. 








NOTICE TO JOB APPLICANTS 


The Jewelers’ Circular-Keystone does 
not knowingly accept advertisements from: 
employers offering less than the minimum 
wage. Under the Federal Wage and Hour 
Law firms engaged in interstate com- 
merce or in the production of goods for 
commerce are required to pay at least 75 
cents an hour and time and one-half for 
overtime. Advertisers covered by this 
law who offer lower rates to job seekers 
should be reported to the Wage and Hour 
Division, U. S. Department of Labor, 
341 Ninth Avenue, New York, N. Y., 
telephone Lackawanna 4-9400, ext. 486. 








SALESMAN, for old established na- 


tionally known diamond and color- 
ed stone ring house, to cover Penn- 
sylvania, Virginia, West Virginia 
and other tributary States; reply in 
confidence. Address “M., 762,” 
care J C-K. 





SILVER plated hollowware; salesmen, 


who contact jobbers, department stores 
and jewelry stores, are wanted for the 
following territories: New York City, 
New York State, New England States, 
Middle West, South, Southwest, Cali- 
fornia ; commission basis. Address “‘L., 
764,” care J C-K 





SALESMAN; to cover Pacific Coast, 


with a very high grade line of ster- 
ling silver hollowware; calling on re- 
tail jewelers and department stores; 
write for appointment; all inquiries 
confidential. Address “C., 828,” 
eare J C-K, 





SALESMAN, to cover New England and 


New York States with a very high grade 
line of sterling silver hollowware 
agreeable to carrying another non-con- 
flicting line; nationally advertised line, 
well known in the trade; write for ap- 
pointment; all inquiries confidential. Ad- 
dress “W., 826,” care J C-K. 








MODERN watchmaking; learn watch- 


making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





MANAGER, salesman; experienced in ali 
phases of store operation for new subur- 
ban store within 45 miles of New York 
City ; plan opening March 1; send com- 
plete resume, snapshot too if possible; 
state salary desired; no other applica- 
tions will be considered. Address “K., 
580,” care J C-K. 





WATCH salesmen for nationally ad- 
vertised, popular priced, Swiss watch 
line; commission basis; territories 
open: East, Middle West, Southwest; 
existing accounts will be turned 
over; state complete details, past ex- 
perience and references. Address 


“A,, 871,”’ care J C-K. 





SALESMAN wanted; retail jewelry fol- 
lowing in Michigan, Wisconsin, Indiana, 
Illinois, Iowa; to call on established 
trade and open new accounts; line of 
jewelry and watchmakers’ and jewelers’ 
supplies; no objection to non-conflicting 
lines; very liberal commission. Charles 
Dvorkin & Co., 5 S. Wabash, Chicago 3, 
Til. 





SALESMAN; for long established ter- 
ritory in Kansas, Oklahoma, Texas 
and adjacent States, with our well 
known line of rings and mountings; 
liberal advance to capable, experi- 
enced salesman. Goodman & Co., 42 
W. Washington St., Indianapolis, 
Ind. 





SALESMEN wanted; loose diamonds; 
large, nationally known New York dia- 
mond cutting and importing firm, de- 
sires the services of salesmen for the 
South, Southwest, Pacific Coast and New 
England areas; present employees are 
aware of this advertisement; replies 
kept strictly confidential. Address “A., 
823,” care J C-K. 





REPRESENTATIVE, for New En- 
gland and New York State; have 
established accounts and well known 
thoroughout this territory and en- 
tire country; substantial diamond 
and colored stone ring line for de- 
livery; all replies confidential. Ad- 


dress “K., 761,” care J C-K. 





A MAN in the early 30’s now asso- 
ciated with an emblem or medal 
manufacturing company in_ the 
sales department, but ambitious to 
improve and expedite his chances 
for advancement, may find his 
chance with us; write for appoint- 
ment; salary. Address “B., 749,” 
eare J C-K, 
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REPUTABLE, old, dry goods specialty 
firm producing silver polishing cloths, 
now advertised to the general public, 
seeks representatives among leading 
jewelers; is interested in allotting terri- 
tories to representatives having estab- 
lished trade on liberal commission basis 
as a side line product. Address “A., 
748,” care J C-K. 





LONG established firm, desires sales- 
man with experience, selling gold 
and diamond mounted jewelry; pre- 
fer man who has good following 
with better retail jewelers; Southern 
territory open. A. Jaffee & Son, 
Inc., 608 Fifth Ave., New York City. 





MANUFACTURING jeweler’s 14K gold 
exclusive line of earrings, brooches, 
bracelets and novelties; also platinum 
earring and brooch mountings; all ter- 
ritories open, including metropolitan 
New York; may be carried as a side 
line along with lines of non-conflicting 
merchandise ; commission basis. Address 
“M., 719,” care J C-K. 





GOOD salesmen wanted; complete 
jewelry line direct to retailer; 
straight commission on _ solicited 
orders, catalogue and mail orders; 
no drawing account; furnish com- 
plete information regarding terri- 
tory and experience in first letter. 
S. O. Bigney Co., Jewelry Mfrs., At- 
tleboro, Mass. 





SALESMEN wanted; long _ established 
stone ring firm, with a fast-moving 
nationally known line, has openings for 
experienced salesmen in New York 
State, New England, Midwest and 
South; write giving full details on 
qualifications, references and territory ; 
all replies held in strictest confidence. 
Address “‘P., 744,”’ care J C-K. 





SALESMAN; covering jobbers, whole- 
salers, and chains, for territory 
which eould include the south and 
southwest, Boston, Philadelphia, 
Washington, D. C. and Baltimore, 
to carry ladies’ gold mountings; 
men with experience only need 
apply. Address “F., 757,” care 
J C-K. 





STERLING hollowware line available for 
the Southwest; only top flight man 
wanted who resides in territory and 
currently is selling department and 
jewelry store buyers; we have quite a 
few established customers in the terri- 
tory and are seeking man who can cover 
area intensively to broaden our cover- 
age; furnish complete details; commis- 
— ee Address “A., 860,” care 





NATIONALLY known diamond ring 
house has opening for two sales- 
men, with established following, be- 
ginning January 1; very liberal 
drawing account; must have car; 
all communications kept in strict 
confidence; our salesmen know of 
gga Address “D., 699,” care 





SALESMAN wanted; a well known ad- 
vertised manufacturer of ladies’ popular 
priced 14K gold and platinum mount- 
ings and wedding rings to match, and 
gent’s gold mountings, to wholesalers 
and large credit stores, has an opening 
for representative, on commission basis; 
West of Chicago to the Coast and South- 
west and Northwest; inquiries confiden- 
tial. Address “H., 759,’’ care J C-K. 





SALESMEN; eastern territory; Mid- 
dle West; old established, well 
known manufacturers of mount- 
ings, semi-mounted, and complete 
diamond bunch rings, desires top 
notch men with good following in 
retail trade; splendid opportunity; 
state qualifications. Address “‘J., 


786,”” care J C-K. 





MANAGER, well rated jewelry firm has 
opening in Pittsburgh; excellent oppor- 
tunity for the right man; must be fa- 
miliar with all phases of credit busi- 
ness, promotions, window trimming, 
salesmanship; guarantee $125 week 
against salary and commission; will 
average much more; write stating ex- 
perience, personal background, age, ref- 
erences; send recent photo if possible. 
Address “L., 541,” care J C-K. 





WATCH salesmen; experienced, with 
good retail store following, for na- 
tionally known, popular priced, 
nicely packaged, up-to-date Swiss 
watch line, on good commission 
basis; no objections to non-conflict- 
ing lines; state territory with full 
particulars. Address “J., 709,” care 
J C-K. 





SALESMEN ; well known New York man- 
ufacturer ladies’ and men’s stone rings 
and matched diamond sets, needs several 
experienced men in small compact terri- 
tories, call on retailers, credit and chain 
stores; smart, compact, well priced line; 
has achieved nation-wide acceptance; 
reply in strictest confidence stating ex- 
perience, territory ; other non-conflicting 
line may be carried. Address “G., 801,” 
care J C-K. 





SALES representative, for very high 
grade line of sterling silver hollow- 
ware, making headquarters in Chi- 
cago and covering entire State with 
junior salesmen; long established 
manufacturer; nationally advertised 
line; write for appointment; all in- 
quiries confidential. Address ‘“‘A., 
827.”’ care J C-K. 





SALESMEN: to sell outstanding costume 
jewelry line to retail jewelry, depart- 
ment stores and better specialty shops: 
unsurpassed styling, workmanship and 
value assures volume business; terri- 
tories assigned on a protected basis; 
commission; prefer resident men with 
established following in jewelry field, 
who can give intensive coverage: write 
full information and territory covered. 
Address “B., 12,” care J C-K. 





JEWELER; rings; experienced pre- 
ferred, to make models for men’s 
and ladies’ gold casting; steady 
position; excellent working condi- 
tions with nationally known New 
England firm; write stating age, 
references, experience, etc. Address 
reply to Ostby & Barton Co., Provi- 
dence, R. I., attention Henry V. 


Hiltz. 








SALESMEN, to represent outstanding, 
established, nationally advertised watch 
line, whose selling features include ex- 
clusive franchise distribution and sensa- 
tional guarantee; not just another 
watch; very lucrative incomes can be 
earned by men who have good following 
among retail jewelers; write in detail 
stating past experience and territory 
covered ; all replies will be held strictly 
— Address “B., 779,’ care 
J C- 


SALESMAN; with following amo 
retailers in Middle West, wanted b 
manufacturer of an entensiye li 
of better quality diamond mounted 
goods, such as diamond rings di: 
mond ring mountings, diamond vs 
tachments, diamond watches a 
diamond bridal sets; all correspo 
dence treated in strict confiden ms 
Address “W., 858,” care JC-K. 


ra. 
SILVERWARE or jewelry “top flight” 
salesman wanted ; manufacturers 
popular priced line of silver plated 
hollowware and electric table appliance 
are open for a “live-wire”’ who hen 2 
good following and can produce results : 
territory: New York State, eXcept 
Greater New York City; State of Pen 
sylvania and entire New Engiang. 
drawing account or straight commis. 
sion ; no objection to one side line, Ag. 
dress “‘C., 693,” care J C-K, 











PACIFIC Coast and Southwest repre. 
sentative, desired by leading na. 
ationally known diamond ring man. 
ufacturer, to take over well estab. 
lished territory; will only conside 
experienced man_ with  successfy] 
record; unusual opportunity for 
right party for exclusive represen. 
tation; write giving past experience 
in detail, which will be kept in stric, 
confidence. Address “‘K., 803,” care 
J C-K. 








SALESMEN; wanted for several terri. 
tories by nationally known established 
manufacturer of baby and children’s 
sterling silver novelties, short complete 
line, outstanding in styling, craftsman- 
ship and value, especially appealing to 
better jewelry and department stores: 
territories assigned on protected basis: 
commission; prefer resident men with 
strong following for intensive coverage: 
write full experience and _ territory 
covered. Address ‘“C., 627,” care J C-K. 





WATCH salesmen; manufacturer of 
leading, nationally advertised line 
of watches has open territories for 
1951; splendid opportunities for 
experienced, topnotch _ traveling 
salesmen; must have good follow- 

ing; drawing against commission; 

write in detail, giving past experi- 
ence, qualifications and other de- 
tailed information; your reply will 
be held strictly confidential. Address 
“P., 755.”" care J C-K. 





SALESMEN; wanted by well known, 
established importer of Swiss watches 
and manufacturer of fine gold, 
stone set and emblem rings; both 
companies are under the same mant- 
agement and live-wire salesmen can 
make attractive earnings in desir- 
able territories now open; in reply 
give age and complete description 
of experience during last 10 years; 
all replies handled in strict conf- 
dence; make application as early as 
possible. Address Circular 205, 
Room 1415, Heyworth Bldg., Chi- 


cago 2. 











SALESMEN ; we want the men with the 
experience, the following, the get-up- 
and-go in wholesale jewelry selling; 
Alana is a young firm, one with a fast- 
growing medium-priced brass line of 
costume jewelry that has already had 
wide acceptance in department and re- 
tail jewelry stores; we have territories 
open in several areas across the coun- 
try; here’s an opportunity to get in on 
the ground floor of a smart, young, &8- 
gressive jewelry wholesale organization; 
write now, giving details on your past 
experience; confidential, of course. Ad- 
dress, Alana Jewelry Co., 191 Barton St, 
Pawtucket, R. I. 








210 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Se? en 


sw 7 ~— 


lil 




















————'—" <—s 
HELP WAN TED—Continued 




















————_—~— 


SALESMEN; open territories for top- 
notch representatives, with follow- 
ing among the cash and better 
credit stores, to carry American 
Beauty Rings exclusively ; guaran- 
teed drawing account and traveling 
expenses advanced against com- 
mission; this is a rare opportunity 
to become affiliated with one of the 
country’s most reputable and pro- 
gressive manufacturers; inquiries 

are invited from qualified men cap- 

able of large earnings. Untermeyer, 

Robbins & Co., 136 W. 52nd St., 

New York 19, N. Y. 








EXPERIENCED, successful salesmen, 
with priceless ability to stimulate, 
to convince and to sell, and a will- 
ingness to travel, wanted by nation- 
ally known manufacturers brand- 
name diamond rings, wedding rings, 
mountings and colored = stone-set 
rings, commencing early 1951; sev- 
eral established territories open for 
live-wire salesmen who have per- 
sonal following to complement ours 
among retail and credit jewelers; 
commission basis; exceptional op- 
portunity for aggressive salesmen 
accustomed to work to earn sub- 
stantial income; applications treated 
in strictest confidence. Address “‘V., 


728,” care J C-K. 





—_——— 


EXCELLENT opportunity for the right 
man as assistant manager of suc- 
cessful credit jewelry store, in large 
southern city; I want a top notch 
man and am willing to pay com- 
mensurate salary and bonus; must 
be top salesman, merchandiser and 
have general store accomplishment ; 
if you are qualified and want a real 
future where your aptitude to busi- 
ness will bring you reward, write to 
me at once, where your reply will 
be held in the very strictest con- 
fidence; give night long distance 
telephone number if available; state 
your age and all information in 
letter. Address “H., 705,” care 
J C-K, 





GREAT opportunity; well established 
manufacturer of popular priced 
rings, wedding rings and crosses, 
offers real opportunity to one ex- 
perienced salesman living within 
each of the following six profitable 
markets; one, Virginia, West Vir- 
ginia, No. Carolina, So. Carolina; 
two, Florida, Georgia, Alabama, Mis- 
sissippi, Tennessee; three, Minne- 
sota, Wisconsin, No. Dakota, So. 
Dakota; four, Michigan, Ohio, W. 
Pennsylvania; five, Nevada, Utah, 
Arizona, New Mexico; six, Colorado, 
Wyoming, Kansas, Nebraska; write 
giving all the facts; your reply will 
be treated in strictest confidence. 
Stern & Stern, 216 E. 45th St., New 
York 17, N. Y. 





COSTUME jewelry salesmen, with follow- 
ing among department stores, specialty 
shops, jewelers; the line is short, orig- 
inal, unusual, exclusive with us; na- 
tional advertising and terrific publicity 
campaign scheduled for spring; designed 
by world-renowned sculptor and silver- 
smith; endorsed by Ezio Pinza and 
other famous stage, screen and tele- 
vision stars; representatives selected 
should be able not only to sell buyers, 
but be competent to work out promo- 
tion and advertising arrangements with 
merchandise managers and advertising 
directors of leading department stores 
throughout their territory; written con- 
tracts provide for straight 10% com- 
mission, protected territory, monthly 
settlements; write immediately giving 
detailed information with respect to 
territory and frequency of coverage, 
type and number of accounts, number 
of lines carried and any other pertinent 
information; our salesmen Know of this 
ad; your replies held in strictest con- 
fidence. Address “A., 864,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











FOR SALE; Fort Lauderdale, Fla.; fine 
jewelry and gift store; between $30,000 
and $40,000; must sell due to illness. 
Post Office Box 1394. 





FOR SALE; jewelry store, $5,500 cash; 
same location for 18 years; in city of 
8,000; good surrounding country. J. E. 
Smith, Turlock, Calif. 





MODERN store; good industrial town of 
Rome, Ga. ; can be bought at your price; 
low rent and 100% location. Write or 
wire, ‘‘S., 815,’’ care J C-K. 





MAIN thoroughfare of Atlanta, Ga.; 
newly decorated credit store: priced 
right for immediate sale: good reason 
for selling. Write or wire, “T., 816,” 
care J C-K. 





AKRON, Ohio, credit store; 100% loca- 
tion; in business 10 years; priced for 
immediate sale, with or without in- 
ventory. Write or wire, “R., 814,” care 


— 
4 





JEWELRY store for sale, established 
1916; located in beautiful city of 7000; 
illness reason for selling; with or with- 
out building; contact owner. N. H. 
Nelson, Rice Lake, Wis. 





MODERN jewelry store; 10 miles from 
Los Angeles, Calif.; pepulation over 
65,000; new front; clean stock; low 
rent; owner going into other business; 
total price $10,000. Address ‘“W., 747,” 
care J C-K. 





CREDIT store; 100% location; good lease 
and reason for wanting to sell; can be 
bought with or without inventory; 
priced right for quick sale; located in 
Tucson, Arizona. Wire at once to “P., 
813,” care J C-K. 





ILLNESS forces owner to sell entire 
established jewelry factory; fully 
equipped for production; molds, waxes, 
casting machines, stamping, polishing 
and rollers; all latest models. Address 
“A., 735,” care J C-K. 





JEWELRY store, stock and (fixtures; 
choice location in heart of Pasadena, 
Calif., with living quarters furnished; 
lease reasonable; $18,000 handles; 
“principals” only; retiring; all particu- 
lars. Address “S., 725,” care J C-K. 





OLD established jewelry store for sale; 
cash and credit, in leading New Jersey 
shopping town; drawing population one- 
half million people; 100% location; long 
lease; modern fixtures; owner to enter 
service. Address “P., 807,’ care J C-K. 





FOR SALE; jewelry store, gross $10,000; 
same location 55 years; plenty repairs; 
population 2,000, college 2,000; Middle 
West, two factories, building and stock; 
national advertised franchises; $9,500. 
Address “‘F., 783,’ care J C-K. 





FIRST class jewelry store for sale; one 
of Baltimore’s best jewelry stores; best 
location; good lease; rent next to 
nothing; will sell at 85¢ on dollar; 
proposition about $50,000. Address “G., 
704,” care J C-K. 








LOS ANGELES; long established major 
downtown corner; will sell with or with- 
out merchandise and accounts; $15,000 
will handle; unusual opportunity for a 
chain or individual to obtain a very de- 
a store. Address “G., 715,” care 





FOR SALE; established jewelry repair 
shop, over 200 accounts; over $65,000 
gross yearly; $16,000 stock inventory ; 
complete, modern casting room; located 
in large southern city; will sell for 
$40,000 cash. Address “E., 562,” care 


rd 





ONCE in a lifetime; if you really want 
to buy a good store, call on me at once; 
this store is almost 15 years established, 
in one of the busiest spots in a large 
New England city; enjoys excellent 
reputation; not less than $7,000 a year 
in repairs alone; all cash; reason, 
health. Address “G., 758,’ care J C-K. 





WONDERFUL opportunity; jeweler or 
watchmaker; modern air-conditioned 
jewelry store, beautifully designed and 
finished, excellent repairs; 1949 gross 
over $50,000; offering lease, good will, 
complete furnishings and office equip- 
ment at your price; best cash offer ac- 
cepted. Jewelers Guild, 112 S. Dixie, 
W. Palm Beach, Fla. 





UNUSUAL, good jewelry store for sale, in 
Southern California; best suburban dis- 
trict; first class location; good lease; 
clean stock ; good repair business ; mod- 
ern walnut fixtures; close to aircraft 
manufacturers; Naval Base: ideal 
climate; complete, about $25,000 cash 
or acceptable securities; retiring. Ad- 
dress “N., 720,” care J C-K. 





CONSERVATIVE jewelry store for sale; 
Midwest university and manufacturing 
center, 56,000 population; moderate, 
ethical, type business and in keeping 
with the district; 80% location; rent 
reasonable; low inventory ; $15,000 com- 
plete with good will; information to 
interested persons. Address “W., 819,” 
care J C-K. 





WELL known New York diamond ring, 
mounting and jewelry concern, with 
national coverage, plans to discon- 
tinue business; principals retiring; 
will turn over business to responsi- 
ble party with financial resources 
adequate to purchase inventory; 
terms can be arranged; will negoti- 
ate for sale of other assets if de- 
sired ; excellent opportunity for job- 
ber or top notch salesmen; furnish 
information in letter. Address “R., 


724.” care J C-K. 





FOR SALE; modern, air conditioned 
jewelry store, established in south- 
eastern Florida, not Miami, 14 years; 
good lease; good business all year; 
lucrative repair and gift depart- 
ments; minimum cash _ required, 
$15,000, with or without stock; will 
pay for itself in one year; taking 
over larger store in another city; 
cannot operate both stores, only 
reason for selling; no auctioneers, 
or sales experts; immediate action. 


Address “B., 616.” care J C-K. 





(Continued on page 212) 
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For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





COMPLETE casting equipment, in- 
cluding several hundred molds, for 
sale. Brod & Co., 30 Beecher St., 
Newark 2, N. J. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
elopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples. Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St., 
New York 10, N. Y. ALgonquin 4-2174. 
We ship open account, parcel post, or 
express to any part of the United States. 





Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





SMALL jewelry store wanted in the Cen- 
tral or Northeastern States; prefer place 
not over 50,000 population. Address “G., 
642,” care J C-K. 





WATCHMAKERS; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905,” care J C-K. 





IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago, Ill. 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ reference fur- 
nished ; stocks bought. Herman Schwa- 
dron, 11 Midwood St., Brooklyn, N. Y. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
_ Blackstone Avenue, Chicago 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1993; for 
details see our advertisement on 
page 33. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


COLMES BROS., cash buyers and 
liquidators of. jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





THIRTY-EIGHT auctions during past 30 
months; copies of letters of recommen- 
dation from all parts of America sent 
on request; our clientele comprises both 
large and small jewelers, jewelers who 
care ; conducted the two group auctions 
for St. Louis, Missouri, six largest firms 
in 1932-3. America’s Foremost Jewelry 
Auctioneer — Thomas J. Faussett, 
Howell,, Mich. 





AUCTIONEER; 11 successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confident. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





WANTED; to purchase established 
wholesale or manufacturing busi- 
ness; doing ‘annual volume over 
$200,000 with selling organization 
on the job; submit full details in 
confidence. Address ““M., 805,” care 
J C-K. 





ATTENTION Mr. Jeweler; want a 
sale, to sell out, reduce stock, raise 
cash, removal, remodel. Write, Bob 
Jones, care Robert E. Jones Saies 
Service, 702 E. 185th St., Cleve- 
land, Ohio. Tel. Kenmore 1-8683. 
Nationally known for 25 years. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





JACOBS BROS., Ben and Henry, 
America’s well known jewelry auc- 
tioneers since 19173; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 401 Jewelers Bldg., 
Boston. Mass.: 324 Irwin Keasler 
Bldg.. Dallas, Texas. 








I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
703. New York. N. Y. 


CASH for you immediately; R, A, Zan 


one & Co., will solve your proble 

by paying cash for your store nick 
or conducting a successful] auction 
or flat sale; more than 25 vue 
experience; your reply held in strict 
confidence; references; Dun @ 
Bradstreet; Union & Planters Na.- 
tional Bank & Trust Co., Memphis 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
35-0660. 





——————_—_____ 


WOULD you like to retire from busi- 


ness, if you were given a respon. 
sible guarantee that your stock, ae. 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques. 
tioned bank references; also refer. 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation, 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, IIl. 








Wanted to Purchase 





rr 





CASH for used watchmakers’ and jewel- 


ers’ tools, lathes, cleaning machines, 
staking stools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED; established jewelry store; will 


consider small town; must have good 
location ; clean stock, priced right; give 
details, volume, overhead, inventory, ac- 
counts receivable, lines. Address “F,, 
574,” care J C-K. 





WANTED; established jewelry store in 


town from 10,000 to 75,000; will 
pay highest price; all replies con- 
fidential. Address “J., 716.” care 
J C-K. 


—— | 





CASH for your surplus sterling flat- 


ware and hollowware; any make, 
any pattern, any quantity; your 
price paid or no deal; references; 
Citizens State Bank and Second Na- 
tional Bank. Jack Greene, 402 


Seanlan Bldg., Houston, Texas. 











SPOT cash for your surplus stock, 


watches, diamonds, and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg... Houston 2, Texas. 
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WANTED TO PURCHASE—Cont. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for. highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
references: National Bank of Com- 
meree, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s, Dept. K, 108 Beale 
Ave., Memphis, Tenn. 


ae 
Watch Work, etc., for 
the Trade 

















WATCH repairing for the trade; staff 
fitting ; send complete balance only and 
model number. M. J. Gallo, $22 N. Plum 


St., Lancaster, Pa. 





——_—— 


RELIABLB watch repairing; all sizes 
and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau &t., New 
York 7, N. Y. 





ee 


ONE week’s service, Watchmaster tim- 
ing; references and price list on re- 
uest. Gerace Jewelers, 4243 Frankford 
Kee. Philadelphia, Pa. 


WATCH repairs for the trade; any make 
or type; work guaranteed, not the 
cheapest, but good; 40 years’ experi- 
ence; six years same address. G. Cur 
Sprang & Son, 607 S. Hill, Suite 401, 
Los Angeles 14, Calif. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts solicited; all 
work guaranteed; hair springs vibrated, 
isicronal errors corrected, electronic tim- 
ing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L., 
N. Y. Phone La 5-2203. 








SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mafi 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





a 


BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonabie price list upon request; mall 
orders invited. David Migdal & Co., 
109-B Summer St. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 

aranteed service. I. Altay, 22 W. 48th 
t. New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing ; a cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SCIENTIFIC watch repairing for the 
trade; prices competitive; electronic 
timing; please write for price list. 
Monroe the Watchmaker, 5239 W. 
0th St., Parma 29, Ohio. 





— 


EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 

on estern Electric Watch- 

master. I. Z. Orin, 235 Ft. Washington 

> ated York 32, N. Y. Lorraine 





KNOW your specialist; mail direct; same 
day ice; vibrating; flat, $1.76; 
Breque $2.60: staffing, jeweling; re- 
uest ee envelopes and Vibra-Pac. 
airspring Vibrating Co., Box 8:30, 
Union City, N. J. 





MANNA Bros., the last word in watch 
repairs ; from the cheapest watch to the 
most complicated minute-repeatera, 
chronographs, French clocks and marine 
ehronometers; all work guaranteed. 
1310 Sixth Ave., New York 19, N. Y. 
Phone Plaza 9-6765. 





FINEST watch repairing with seven 
days, or sooner, service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 








EXPBERT jewelry repairing; all types and 
special] order work for the trade; prompt 
service. Mann Jewelers, 24 William St., 
Newark, N. J. 





PEARLS restrung plain or knotted, 
ring sizing, diamond setting and en- 
graving. Walter Job & Son, 502 
Dime Bank Bldg., Scranton, Pa. 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty ; Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. I. 





WATCH and jewelry repairing for the 
trade, engraving, enamel cutting, 
diamond and stone setting; special 
order work; plating all colors, gold, 
silver, etc. A. Grossman, 74 Bank 


St., Newark 8, N. J. Market 3-8428. 


SILVERWARE replated, repaired like 


new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 
lumbus, Ohio. 





SPECIAL order work on all karat gold 


bracelets, lapels, chokers, spiral 
chain jewelry and rings; also hoop 
wires, French backs for earrings; 
all work guaranteed, and at reason- 
able prices. B. Guglielmo, 562 
Fifth Ave., New York 19, N. Y. 
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JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








COLORED STONES; direct importers 
at your service; replacing, recutting, 
repolishing, drilling, diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation. 
Max Stern & Co., Inc., 17 John St., 
New York. 





THE diamond; that everlasting stone; 
that rare beautiful crystal phenom- 
enon; when well cut and polished, 
obtains and retains continuously, 
that full symmetrical brilliancy, 
which makes the diamond, the finest 
ornamental jewel. Joseph Hunt, 
Recutting and Repairing Diamond 
Cutter, 74 W. 46th St., New York 
City 19. Practical artistic commer- 
cial judgment. 








Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
e _ 116-A Nassau St., New York 





333 questions and answers; illustrated ; 
examination-type questions; practical 
for benchwork reference or review of 
watch repair; $1.75 postpaid; seven-day 
return privilege. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. Room 1100H. 





ANY watchmaker can repair chronographs 
immediately ; prove this fact to your- 
self at no cost to you; write for 10-day 
trial examination of complete chrono- 

» graph library—a volume for each chron- 
ograph;: up to 22 months to pay if you 
decide to keep the 24 volumes. Esembl- 
O-Graf Research Laboratories, Desk 
D-68, First Floor, Chamber of Com- 
merce Bldg., Pittsburgh 19, Pa. 





CHICAGO Institute of Watchmaking ac- 
credited by U.H.A.A. and certified by 
H.1.A. approved for veterans; write for 
our latest booklet, JC-12, describing 
courses and containing pictures from a 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 E. 
Lake St., Chicago 1. 
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News of Personnel 








E. M. C. A. RILEY RICHARD 
SCHINDELDECKER ‘Elgin Nat'l Watch Co.) SCHWARZCHILD 


(General Mills) 


E. M. Schindeldecker has been named 
Wolverine District Manager for General 
Mill’s appliances, it was announced by R. 
P. Kelley, home appliance department 
sales manager. His headquarters will be in 
Detroit. He replaces John H. Burke, Gen- 
eral Mills representative in that territory 
for the past two years. 


Chester A. Riley of Huntington, W. Va., 
has been appointed district representative 
for the Elgin National Watch Co. in the 
West Virginia territory, A. L. Rowe, vice- 
president in charge of sales, recently an- 
nounced. 


American Silver Co., Inc., Flushing, 
N. Y., announced the appointment of 











(American Silver Co.) 


Richard Schwarzchild as assistant to the 
president. 


John K. Marion has been named to the 
newly created post of manager of merchan- 
dise planning at the Hamilton Watch Co., 
according to an announcement by L. F. 
Halligan, vice-president and sales manager. 


William J. Dawson, has been appointed 
creative advertising assistant to Bernard M. 
Kliman, Gruen Watch Company’s advertis- 
ing director. 

Appointment of William Chopak as sales 
representative of the Comet Ring Co., Buf- 
falo, N. Y., manufacturer of men’s and 
ladies’ stone rings. His offices will be at 62 
W. 47th St., New York City. 





JOHN K. MARION WILLIAM DAWSON WILLIAM CHOPAK 
(Hamilton Watch Co.) (Gruen Watch Co.) (Comet Ring Co.) 


Tuttle Silver Co. of Attleboro, Mass., 
manufacturers of sterling flatware and 
hollowware, announced that John Coke has 
been appointed their West Coast represen- 
tative. Coke’s address will be 3789 Hep- 
burn Ave., Los Angeles 18, Calif. 


Elgin American has appointed William 
E. LaPorte as sales representative in Fla., 
Ga., and S. C., according to an announce- 
ment by Frank Rogers, sales manager. 


Norma Pencil Corp., announced the ad- 
dition of three salesmen to its sales staff: 
J. L. Musgrave represents the corporation 
in Texas, Oklahoma, and Missouri; C. R. 
Johnston travels in Alabama, Mississippi, 
Louisiana, and Arkansas; and R. V. 
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Thompson will cover Virginia, North Caro- 
lina, District of Columbia, Georgia, Florida, 
Tennessee, and Kentucky. 





Feature Lock President Predicts 
Increase in Diamond Ring Sales 


With marriages on the increase due to 
more and more men going into the armed 
forces, jewelers are foremost among those 
who will be benefitting from this new mar- 
ket of young, about-to-be-married couples. 

According to Henry Peterson, president 
of the Feature Ring Co., Inc., 126 W. 46th 
St., New York City, jewelers have already 
reported increases in their engagement and 





Goldberger Resigns From Bulova 
To Form Sales Promotion Agency 


After 17 years with the Bulova Watch Co 
as assistant advertising manager ip charge 
of the creation of promotion and advertis 
ing plans, Maurice M. Goldberger resigned 
effective Nov. 1, to form his own sales pro 
motion agency and act as advertising cop. 
sultant to manufacturers. The new company 
will be located at 30 Rockefeller Play, 
New York 20, N. Y., under the name of 


Gramercy Advertising Co., Inc. 


Head J-B Office in Chicago 





BERNARD ZELL IRVING JENSEN 
(Jacoby-Bender, Inc.) (Jacoby-Bender, Inc.) 


Bernard Kanter, sales manager of 
Jacoby-Bender, Inc., announced the open- 
ing of a branch office in Chicago imme. 
diately after January Ist. The new office 
will be located at 29 E. Madison St., in the 
jewelry district. 

To head the Chicago office, Irving Jensen 
and Bernard Zell will share responsibility 
for the branch, Jensen was formerly in 
charge of the Mid-West area for J-B. Zell 
has been associated in the jewelry industry 
in Chicago for many years. 

In addition to being Mid-Western sales 
district for the company, the new office has 
been designed to give more efficient service 
to Chicago and Central West wholesalers. 


— 








wedding ring sales, with a_ particularly 
heavy demand for matched bridal sets. 
“And that’s where Feature Lock ‘shines’ ” 
Peterson said. “These couples admire the 
exquisite styling and superb craftsmanship 
that make the diamonds look even larger 
than they are.” Peterson declared that 
jewelers are finding that the rings are be- 
coming so well known through advertising 
in Life and other leading magazines that 
their selling job is much easier. He added 
that Feature Lock has provided an array 
of merchandising and selling aids, includ- 
ing counter cards, an Electric Flasher 
Display, TV spots, advertising mats, ring 
plugs and darts, and special ring boxes to 
tie in with national advertising campaigns. 

As an early reminder for jewelers to 
begin thinking about February and Valen- 
tine’s Day as the time for promoting 
diamond rings, Peterson declared, “Jewel- 
ers are sure of a successful Valentine's 
business if they feature and promote 
Feature Lock Rings with all the aids wé 
are making available to them.” 
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WE HOPE YOU HEARD 


A few months ago, when practically every retailer was 
thinking of his business in terms of buying, we warned 
«|. . it will still be necessary to merchandise and to sell.” 


This has proved so. And it continues to be a fact. 


If anyone questions it, ask him to name one jewelry 
store that is short on watches, diamonds, jewelry—or 
even silverware. 


However, it’s well that such is the case, for you can't 
sell from empty shelves. And the jeweler who has a com- 
plete selection and promotes it most effectively will be 
the one who converts his stock-on-hand into money in 


the bank. 


Add to: “And You Think You Have Troubles” depart- 
ment. 


As though it isn’t enough that the Television Industry 
is suffering from deferred receiver sales because of the 
public’s indecision caused by Regulation W, an additional 
tax, threats of actors’ strikes and bickerings over color. 
Now along comes a man in Naval Research who publicly 
announces patents on an entirely new receiving system 
which not only provides color, but also, in one tube, 
creates the illusion of three dimensions! 


HUMAN NATURE IS POWERFUL 


Though controllable, the force of human nature exerts 
a constant pressure on any legislation designed to re- 
strain it. 


A case in point is a device designed to circumvent the 
purpose of Fair Trade, which is currently being employed 
by a “Buying Club” operating in the New York area. 


“This “club” last month issued a catalog illustrating a 
number of Fair Traded lines of silverware, compacts, 
lighters, electric razors and watches. 


Although identified as Fair Traded items, the catalog 
explained: 


“The items of merchandise marked with an asterisk 
are called Fair Trade items, and cannot be sold at dis- 
counts, according to the law. However, in the past, 
members of the club after remitting the full retail price 
of any Fair Trade item, received within thirty days 
dividends from our Cooperatives’ surplus profits. These 
dividends, allowable under the law, were just about 
20 per cent of the purchase price of all Fair Trade items 
purchased during the preceding month. 

“So, in the event that you purchased an item through 
the Club marked Fair Trade, we wouldn’t be too sur- 
prised if the postman dropped a dividend check in your 
mailbox equalling just about 20 per cent off the retail 
price . . . thirty days after purchase. 


“It’s important to remember, however, that the law 


216 







prescribes that no refund can be made for purchases of . 

less than $100. Still, the purchases you make each _ 

month are all added up so that if you buy a number of - 

small items and they total $100 two months from now — 

for instance, you are entitled to our refund.” 7 

Any moral we might point out in connection with the 
above, would be riding so high on a wave of invectiye 
that it probably would be pitched beyond the range of 
human reception. Yet, the facts remain. 


DON'T ASK FOR IT 


Some pretty bad examples of “no money down’ 
“Easy credit” ads have come to our desk recently, 


There are no Federal credit regulations on jewelry 
as yet. But such advertising is begging for Government 
intervention—which will bear down on all jewelers alike. 


*% % % 


A GOOD TROOPER ALWAYS GRIPES 


Last month, Cyrus Ching, Federal Mediator and re. 
cently appointed Chairman of the Wage Stabilization 
Board, told us this story of a Civil War volunteer. It 
seems that the soldier was seated in a muddy trench on 
the side of a desolate hill. Having been away from his 
home for over a year and having gone weeks without a 
decent meal, he disgustedly turned to his buddy slouching 
next to him and said, “You know, the reason I’m here is 
because I loved my country. But if I ever get out of 
this mess,” he continued, “Believe me, I ain’t gonna fall 
in love with no other country.” 


Year in and year out, we have heard jewelers express 
similar sentiments about the retail business. Particularly 
during that period in which this is being written; those 
terrifying weeks before Thanksgiving. Every year there 
occurs at this time that traditional lull which gives the 
storeowner so much—too much—time to think and 
worry. Not that he does it without good reason. 


However, this year there are so many favorable factors 
pointing to a good jewelry Christmas that we hope our 
friends throughout the country are collectively exhibiting 
courage. We hope that they are advertising consistently, 
selling aggressively, and maintaining prices, to the end | 
that they'll not only have a Merry Christmas, but put 
themselves in a financial position to start themselves off 7 


on a Happy New Year. 


Sao Akap ! 
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“Ring Leaders” 
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More Community will be given this Christmas (and thal 
means more will be bought) than ever before. That’ 
because this heartwarming holiday advertisement 
appearing currently in 13 great national magazines has 
put the idea of Community on many a Christmas list, 


and in many a thoughtful heart. 


All year round, full-page, full-color Community ads 
work to help you sell more and more Community. 
At Christmas, especially, it will pay you 


to tie in with this nationwide advertising campalgi 











